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ommunity Club Awards' gives you 




g, profitable sales results that you can see in black and white! 



Community Club Awards now in 8th cycle 
WITH. Cycle No. 9 begins December 2. 
Community Club Awards has run longer and 
re often on WITH than any station in the 
intry. 

Community Club Awards has grown eight- 
in results— 1st through 7th cycle. 



■ Community Club Awards boasts long list of 
blue chip advertisers. Many on radio exclu- 
sively on WITH. 

■ Community Club Awards has already given 
over $80,000~to Baltimore clubs. 

■ Community Club Awards has its own staff 
and full time director on WITH. 
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E N C E 



CLIENT REVOLT 
ON TV COSTS 
BREWING NOW? 

Admen ha\«- t.ilkcd 
about t\ ro-t~ for \<\ir-. 
bill now fhry an- wri- 
oii-. OI»j<vti\<': not l<i 
ait Ijudfzel- but to niiiki- 
tltt' doll*" inure efficient 

Page 33 



Why ABN dropped 
Nielsen radio 
ratings 
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How tv licked 
a winter 
sales slump 
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Nighttime 
radio's star 
is rising 

Page 40 



onol Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washinglon; 

Forjoe & Co. in Seattle, San Francisco, Los Angeles; Simmons Associates in Chicago 
and Boston; Clarke Brown Co. in Dallas, Houslon, Denver, Ationla, Miomi, New Orleans. 



GREEN BAY 

GATEWAY TO THE 
ST. LAWRENCE SEAWAY 




p oV «\a«on 1,527,801 

*t,o90,8f 3,000 

(2) 

Wisconsin's Second Market 

and growing faster than the rest of the state. 

50th Market in the U.S. 
in TV Homes 

36*327 TV Homes 



WFRV-TV Covers This Far-Above-Average 
Market Best and Most Dependably 

...with ABC and CBS 

.... ond the NTH Tower, 1)65 Feet Above Averoge Terra 



Some Choice Availabilities 



Soren H. Munkhof Exec. v.p. & Gen. Mgr. 
WFRV Building, Green Bay, Wisconsin 



HEADLEY-REED JY 

National Representative 



(M Soles Manogement Survey of Buying Power, June 1957 

(2) Some 

(3) Television Magazine Market Book, August, 1957 



One Does It 
In Des Moines! 




A COWLES OPERATION 

KRNMV 

Full Power Channel 8 In Iowa 



KRNT-TV SCORE 



311 FIRSTS 

in 485 Quarter Hours 

(THE JUNE A. R. B.) 



TOP TEN MULTI-WEEKLY 

KRNT-TV ,„„, ,„, 

1. Russ Van Dyke News 10.00 PJ-1 37.7 

2. Al Couppee Sports 10.20 P.M. 27.0 

3. Paul Rhoades News 6:00 P.M 14.B 

I Guiding Light 10-15 A.M. ... 13.7 

5. Jack Shelley News .. 10:00 PK 13 4 

6. As the World Turns . 11.30 A.M. 1 3.4 

7. Search for Tomorrow 10 30 A v 12.5 

8. Don Soliday News .. 12:30 P.M. 124 

9. Bill Riley 12 00 Hoot 11.B 

10. Love of Life 10:15 A-M 10.B 

TOP TEN ONCE- A- WEEK 



3. To Tell The Tru^h 

4. The Lineup . 



6. What's My Li-e 

7. Lawrence Welk 



9. Wells Fargo . 
"10. I Love Lucy. . 



m 

35.5 
35.4 
310 
31 .B 
31.5 
. .23.8 
2B.5 
..23.2 
..23.0 
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DIGEST OF ARTICLES 

Is a client revolt against tv costs brewing? 

33 Admen have talked about tv costs for years. This fall there's n 
inclination to seek economies than ever before. The objective: 
to cut television expenditures but to make them more efficient 

Why ABN dropped Nielsen 

36 This i> no ease of a momentary irritation between rating ser 
and client. Network's decision is part of it* new sales master ] 

How tv licked a winter sales slump 

38 Regional paint manufacturer's approach was based on thorough ma 
research, spot tv. effective merchandising of campaign to the ti 



Nighttime radio's star is rising 

40 More clients are buying after dark. But thus far progress is gra 



Radio Basics/August 

43 Monthly roundup of radio facts includ 
barometer of network radio sales this < 



•rent radio set sales, 
month compared to 
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18 Agency Ad Libs 

49 Film-Scope 

26 J9th and Madison 

62 News & Idea Wrap-l p 

5 Newsmaker of the Week 

64 Picture Wrap-Up 

86 Sponsor Hears 

9 Sponsor-Scope 



94 Sponsor Speaks 

28 Spot Buys 

94 Ten Second Spots 

16 Timebuyers at Work 

92 Tv and Radio Newsmaker 

83 Washington Week 
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In Upcoming Issues 

Overnight ratings 

Can you project them to the national picture with a fair degree of 
accuracy? Is the /o a pattern you can use as a quick rule of thumb? 

What is station merchandising? 

Merchandising is one subject admen and stations disagree about fre- 
quently. One problem is: it's hard to define the term. Here's an analysis 
which should help at least clarify honest-to-goodness merchandising 
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LARGEST 



OF ANY STATION IN IOWA 



According to Nielsen 
TV Leads in ALL Gate 
Reached Monthly, Nu 
Weekly and Daily 
Weekly and Daily 



jjoveragc Service, WOC- 
■ories: Number of Homes 
-ber Reached Weekly . . . 
r )aytime Circulation; 
ighttimc Circulation. 



Refoil Solei 
Effective buying Income 



AUDIENCE 



OR ILLINOIS (outside Chicago) 



WOC-TV COVERAGE DATA - 



1,583,800 
489,700 
1,934,984,000 
2,686,413.000 

1957 Survey of Buying Income 
(Sales Management) 
317,902 

Advertising Research 
Foundation 




WOC-TV- Davenport, Iowa is part of Central Broadcasting Company which also owns and 
operates WHO-TV and WHO- Radio-Des Moines 



The Quint-Cities Station 
— Da%enport and Betten- 
dorf in Iowa: Rock Is- 
land, Moline and East 
Moline in Illinois. 



WOC TV 

Channel 6* Maximum Power* Basic NBC 



Col. B. J. Palmer, 

President 
Ernest C. Sanders. 

Res. Mgr. 
Mark Wodlinger. 

Res. Sales Manager 
PETERS. GRIFFIN. 
WOODWARD. INC. 
EXCLUSIVE 
NATIONAL 
REPRESENTATIVE 



WIRED FOR 



LIFE 



SOUND 





NBC Radio Presents An Outstanding New Ad- 
vertising Opportunity -LIFE AND THE WORLD 

Two great leaders in the news-gathering 
field, the National Broadcasting Company 
and LIFE Magazine, have combined forces 
to bring the American public an exciting 
new brand of radio journalism. 

NBC Radio takes LIFE's superb news and 
picture stories, and adds the dimension of 
sound. LIFE may cover the stratosphere 
ascent; on LIFE AND THE WORLD you 
hear the man's personal experience from his 
own lips. LIFE may picture a parrot; on 
LIFE AND THE WORLD you hear the 
parrot being interviewed. Here are the ac- 
tual voices of men who make the news or. 
react to it. Here are the sounds of hurricanes, 
of debates, of space rockets, and of momen- 
tous decisions — bringing listeners close to 
the very heart of our time. 

Increasing numbers of LIFE readers are 
discovering this fascinating NBC Radio 
program. Millions more will be introduced 
to LIFE AND THE WORLD through an 
extensive audience promotion campaign, on 
the air and in print media. 

LIFE AND THE WORLD has a choice 
position, 7:45 to 8:00 nightly, immediately 
following NBC's 7:30 pm News of the 
World, radio's highest-rated news program. 

Tune in tonight! And let your NBC Radio 
representative give you the interesting ad- 
vertising details tomorrow. 

NBC RADIO 
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NEWSMAKER 

of the week 



77/i\s week Grey Ad vertising, now approaching the ranks of 
tlu> top 25 agencies in over-all hilling, celebrates its 10th 
anniversary, rounded by its chairman of the hoard. Larry 
Valenstein, in his late teens, this agency made the transition 
from a small room in the garment center to I'arli Avenue. 

The newsmaker: In these davs of increased ageiuv over- 
head and frequent management turnover, Larrv Yalenstein. chair- 
man of the hoard of Gre) Advertising, represents an anachronism in 
modern industry: the founder of a major business celebrating its 
•10th birthday under the control of the man who started it. 

Today the Gre\ agency is hilling at the rate of $45 million, with 
close to one-third of this billing in tv and radio. The time of the 
biggest expansion was in the past three )ears. during which the 
agency better than doubled its account activity. 

"To us. the most significant 
aspect of this growth is the fact 
that it stems not from mergers, 
which are becoming a trend in the 
service industry, but from within, 
both in terms of accounts and 
agency talent.'' Larry Yalenstein 
told SPONSOR. "This fact becomes 
an increasingly rare one in these 
days of growing client demand for 
services and the need for ever 
more high-priced staffing. None- 
theless, at our level, we feel we 
can operate both efficiently and 
profitably." 

The agency's current list of accounts is a far cry from it? statu* 
a decade or more ago. when the bulk of its billing derived from 
soft goods. But agency management feels that the merchandising 
know-how acquired in those days has been transferred succes.-fullv 
to such major blue-chip accounts as RCA and NBC. Firestone. Emer- 
son, General Electric s Photo Lamp Division, P&G's Lilt and others. 

Today Grey Advertising employs some 525 people, ranks itself 
about average in terms of profit, with no single client accounting 
for more than 10 r r of the total agency billing. 

"This has its drawbacks in the modern operation, because each 
account needs separate staffing, that results in a duplication of high- 
salaried talent." says Yalenstein. '"But we feel it also has its com- 
pensations for the agency and client. For the client it guarantees 
greater objectivity, and for agency management, greater stability . 
One account change doesn't mean mass firings.'' 

According to such agency colleagues as Grey president Arthur 
Fatt ( associated with the agency for 36 years L there are two traits 
in Larry Yalenstein that haven't changed since he started the shop 
at age 18: his optimism and energy. 

"Only thing is that 1 catch an earlier train home." he told 
sponsor. His normal: the 5:44 or 6:01 to Scarsdale. ^ 




Larry Vulenstein 



Buying 
sets -in -use 
or 

ears- in -use ? 



It takes more than a stack 
of hot records and cool 
personality boys lo al tract 
the rtal i,xh,i,r*! 
Listeners, that is. who 
tune in their ears and 
minds when they tune in 
their radios. KNX C IiS 
award -win n inn news 
programs, complete sports 
coverage, live shows and 
dramatic offerings each draw 
people who list* n to what 
we — and you — offer. 
That's another reason the 
?1 radio station in Southern 
California is 50.000 watt 

KNX • LOS ANGELES 




REPRESENTED B v CBS PK 0 SP0 T SilES 
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BURGESS 
MEREDITH 



World famous for his stage and screen portrayals . . . acclaimed by critics 
and audiences . . . Burgess Meredith now makes his first rejjular appear- 
ance on TV as host and narrator of the NEW "BIG STORY." 

Top rated against every kind of competition . . . commended by outstand- 
ing church, civic and government leaders . . . winner of a host of national 
awards . . . "THE BIG STORY," now in its tenth year on radio and TV, 
remains unmatched for audience reaction . . . publicity . . . top sponsor 
results. 

NOW, the new "Big Story" - as exciting as today's front page - takes you 
behind the headlines of America's top newspapers with thrilling, dra- 
matic, inspiring stories told in vivid documentary style. 



REPRESENTATIVES IN : 

Beverly Hills. Chicago. Dallas. San Francisco. St. Louis. Boston. Atlanta. Philadelphia 



STORY 



PRODUCED BY A PYRAMID PRODUCTIONS 



Executive Producer - Everett Rosenthal 



Call the 




Am OFFICIAL FILMS me 

' ^S&r 25 West 45th Street • New York 36. New York 



PUm 7 0I0O 
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our vision includes SCENTAVISION 



Today, television picfures your product. Tomorrow, 
"scentavision" on television may release it's fragrance 
(like this page) and add wonderful new sensory appeal to 
food and cosmetic advertising. This bold concept of 
"scentavision" reflects the forward thinking of WGAL-TV 
toward providing more effective service for its advertisers 
and viewers in America's 10th TV market — the market of 



' 3'/2 million people 
i in 1,015,655 fomilies 
» owning 917,320 TV sets 
» eorn/'ng $6 ] A billion onnuolly 
» buying consumer goods thot add up to 
$3 3 A billion onnuolly in retoil soles 



CHANNEL 8 MULT I- CITY MARKET 




STEINMAN STATION 
Clair McCollough, Pres. 



Representative The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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Most u^rufiruril It nn, I rwlm 

news uf the u,;-h uith mlrrfn tntum 

in ilt/ith fur liusy rinders 



SPONSOR-SCOPE 



14 SEPTEMBER Tin- dominant medium licis changed from radio to t\. hut inn- cliche ha- -tun 

Cepyrlghl 1957 . . , 

SPONSOR PUBLICATIONS INC. ,,M " W>X «" >" tCI \ <MI 1 II" >cnrS. 

Picked up this week L\ SPONSOK-sCOPF from ., \h,di-nn Unim- .li-ru-i-.n- 
K1KST ACE\r.YMA\: "Uriirlit. -o « ,-\ «• ^i^„.-,l a ,i,i,rr to h.- ;1 d up ..m -In-*, \, 
for the important thinu : What sort of character are we goim; to gi\e tin* -ingerV 
S1SCOM) ACKNCYMAN: 'M\e tint tin- niiMsrr. Call Carroll Carroll." 



It's going tn lie :i real horse rare this year hetvecn a ipiarlct of major agencies 
for tv network leadership. 

As tlie\ line up al the gate for IOoToI!. Yon already «• a tic anions three top- 
nntchcrs for the \t>. 1 "agenr\ -of-reeord" title. 

A? you can see helo-.s. Y<Xli. ,]\VT. and liHDOea. li mj.rni.v 17 nvnLirU -die !• 
tiled evening network programs. 

Aside from such an unusual uerk-aiid-neek -ituatimi. there"- thi- -L'liificant an.de: 

JWT looms as possihlc leader in tv hilling* for the current year — and if not 
now, then >cry likely the u-iir after. 

This tahiilation <if agency of record network program- i- La-ed on rlat.i ohtaine I 
this week hv SPOXSOR-SCOPE from the a«-'cncic- them-ches: 

VGEM'.Y NO. \S KTA. K\ E MtOW s NO, I) UTI M y 1,11ns. NO. s|>|<IVI> 

Young & Ruhicam 17 29 0 

J. Walter Thompson 17 21 7 

BBDO 17 9 H 

McCann-Erickson 9 10 2 

After a close look at liarter. McCanu-Erieksnn find- that practically e\ery 
one of the film companies is interested in exploring; the ilrVice. 
The agenc\ s report includes these obserx ations : 

• Successful harter deals often imohe less "desirnhle"" t\ clients or those \»itli no 
previous tv history. 

• Their products appeal primarily to wonirn heme daUime -pot- are a. reptahle 
to them. 

• From a media standpoint, liarter takes place mainly in ••fringe" time. 

• Barter deals lack one of the great virtues of spot — flexibility ince no pro 

visions are made for scheHule improx ement. cancellation-, or e\tcn-ion-. 

(See FILM-SCOPE, page 49. for McCann-EricUon'- plan- for a Loiter tc-t. > 



RCA has made this an important directive for M5C Kndio -ale-: Kni\f the 
interest of NBC TV advertisers in simulcasting their lne -how*. 

Madison Avenue's guess for the motive hehind this mo\e: Prestige. 

The Groucho Marx Show was the last of the NBC siinulca-ts (except, of rour ? e. Gil- 
lette's Fridav Night Fiahts). 

Amid all the clamor that agencie- ought to produce more t\ idiows. one rnr- 
rentlv is doing something ahont it: McCann-Erickson. 

The program is an alternate weekly half-hour xariety joh for LL-nett & Mvcr-' Oa-i- 
hrand t\ ia XBC TV). Co*t: «55.000-.«60.non weekh. 
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SPONSOR-SCOPE continued 



INBC TV apparently won't formally press for additional payment for color 
this season. 

A SPONSOR-SCOPE inquiry brought this information: 

• Color costs are being recovered from some regular accounts but not from 
others. 

• One group of advertisers definitely paying extra for color are the Perry Como Show 
participants. 

• Color as a rule has been incorporated in the package price on specials. 

NBC TV contends that the daytime viewing potential increases when a network 
replaces service programing with entertainment. 

In January of this year the network made just that sort of a change, and here's what 
happened to sets in use: 

10 TO 11 A.M. 

PERIOD SETS IN USE % CHANGE 

Jan.-June 1956 13.5 

Jan.-June 1957 13.9 +3% 

11 A.M. TO 12 NOON 
Jan.-June 1956 15.6 

Jan.-June 1957 18.0 +15% 

Probably the longest talent contract of the current season is the 45-pager com- 
pleted this week between Frank Sinatra's Hobart Productions, Inc. and Liggett 
& Myers. 

The agreement calls for the production of 36 half-hour and two one-hour shows. Sinatra 
will star on 28 and host the rest. Six of the shows will be repeated. Average gross cost 
to the sponsor: $59,000. 

Ford will spend about $400,000 for audience promotion of its various tv 
vehicles this season. 

The allotments will be along these lines: 

• About $35,000 each for the five Desi Arnez specials. 

• About $75,000 apiece for the season on the Ernie Ford, Zane Grey, and Suspicion 

programs. 

The promotion budget for the Arnez quintet is close to 9% of the cost for time 
and talent. 

Just because westerns are such bullish fare, don't sell the quiz short. 
Note how close a run for top spot the quizzes give the westerns in this comparative 
analysis of Nielsen average ratings based on the August 1957 report: 

PROGRAM TYPE NO. PROGRAMS AVERAGE RATING 

Western 5 20.3 
Quiz 13 20.1 
Mysteries 9 19.9 
General Drama 17 16.6 
Adventure 8 16.5 
Situation Comedy 15 16.2 
Variety (M> hr.) 6 15.7 
Note: The average for all 30-minute evening programs for August was 17.0, com- 
pared to 16.3 for August 1956. On the other hand, the average for 60-minute pro- 
grams dropped from 23.1 to 20.3. 

Even with second-run films, ABC TV's Tuesday night strength has held up 
through the summer months. Nielsen's average audience share for August shows: 

ABC TV, with five half-hour programs, 39.8%: CBS TV, with seven half-hour shows, 
37.1%: and NBC, with but four half-hour shows. 38.6%. 
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After spot radio tests in three markets. I{i-\Ioii thinks it lias a Htrou<j con- 
tender in its first entry into the male loiletrie,* field — Tup llrjiss hair lonie. 

The initial prohe will Ik- f,. Mowed up with some nmri* radio hmw in I In- Far \\ e*l. 
Fallil Mogul is the. a»cn< \ . 

ABC and .'Mutual art* tin' first customers of Pulse** forthcoming network radio 
rating report. 

Tlie initial result will he out in "November. Tlie\ u ill he based ini 26 market*. chosen 
l)\ Pulse hecause I) tliey are in the thick of competition. ;in<l 2 1 tlie\ compose ahont 
•10% of the nation's radio homes. 

NMC TV this week hammered away at a thesis Detroit more ami more is be- 
ginning to accept: That 1% is tin' dominant medium for selling cars. 

NBC's approach is \ia a survey Vd\ertcst conducted aniouir 1.190 ear -hopper- and 
l)ii vers and 1,036 dealers. 

In releasing tlie data. NBC dro\e home this question: Why docs Detroit spend only 
a little more than a third of its ad budget on tv. when media-preference* anions 
buyers and dealers run so predominate! > in favor of tv? 
Here are a couple of samples from the -urvey: 

What hind of advertising got the What hind i>l advertising, docs the 

buyer most interested in tlie make? host job for the dealer? 

Magazines 16.4% Magazines 6.2% 

Newspapers 10.8% Newspaper* 27.1% 

Television 15.3% Television 61.3% 

Question of the week among media people: Is Detroit's flooding of radio stations 

during October and November clogging tip spot opportunities for other e-i>c- 

ciallv in the kev markets? 

Indications have come from some Madison \venue agencies that this stale of mind 
has tended to slow down action on spot placements for the time hein?. 

Network radio continued to bloom at CBS and NBC this week. 

Biggest transaction was Sim Oil's renewal of Lowell Thoma* for 52 week-, netting 
CBS about Si .5 million in time and talent. Meantime Bell Telenhone continued its 
Hour for another 39 weeks on NBC ("much to CBS' admitted chagrin l to the tune of 
around $250,000 net in lime hillings. 

Other network sales: 

CBS: H. J. Heinz, five 5-minule segments of Impact for 10 ueek* (5500000 cro-1 : 
Philip Morris. 25 minutes of country music Fridav nights; Cbrvsler. fi\c Imparl -err- 
ments a week for seven weeks: Chevrolet, two additional new*ca*ts a week for two wcrk<. 

NBC: Vnabist. 13 one-minute participations in Monitor a ^eek for 2<"> week- ( 5,; ?20.. 
000): Waverlv Bond Fabrics. 20 five-minute segments a week for 13 week* ( ^1 70.000 » : 
R. T. French Birdseed, two minutes a week in Mv True Stor\ for 13 weeks; Carter, five 
minutes a week distrihuted anions various programs for 26 week*: al=o three weeks of bn«i- 
ness from Lever Bros., amounting to ahout ^90.000. 

Pclry this week continued its "crusade" fo»- uiihttime «-adm I>\ the brochure 
route — a 35-pasrer entitled "Two for the Monev witli Nijrhttime Radio. *' Tt arirue*: 

• Niffh.lt f me radio audiences are only a shade s-naller than davtime in fiet. 

they are on a nar with afternoon audiences. 

• Listening is surprisingly prime tv time, reaching their height hetween .3 and 
9 a.m. 

• The nighttime radio audience is a family audience. 

(See SPONSORS article on a kindred theme. Nighttime Radio'* -Mar i* Rr*in<r. pase 

40.1 
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SPONSOR-SCOPE continued 



SUC Radio this week moved once more to align its rate card with the latest methods 
of doing business: It emphasizes participations; and it basically considers five-minute 
periods as "programs." 

Quoting Joe Culligan to SPONSOR-SCOPE: "We've cut away from what has be- 
come an artificial pattern and put today methods of selling network radio in their true 
and practical perspective." 

Participations are offered al these gross one-lime rates: 1 minute. SI. 000: 30 
seconds. 8750; and C seconds, $250. 

Earlv last month NBC Radio submitted a new contract to its affiliates based primarily 
on a participation economy. 



In a bid for nighttime program sales, NBC Radio's new rate card provides a spe- 
cial discount for segments bought after 8 p.m. The price: 75% of the basic rates. 

The network told SPONSOR-SCOPE this week that it was on the verge of selling two 
nighttime quarter-hour strips, each of which would start in January. 



IVBC Spot Sales is offering a rale slightly below daytime for advertisers who 
sponsor their own programs after 8 p.m., Monday through Friday. 

The inducement is part of the group's new rate card (which otherwise calls for a single 
participation rate day and night, including weekends). 

Madison Avenue philosophers were speculating this week what team President 
Eisenhower is playing on. 

What started it was the President's statement at a press conference that one way to curb 
inflation is to get people to reduce purchases by buying selectively. 

To modern marketers this poses an ancient timing problem. For them the big 
task is getting up steam when consumer buying starts to lag — as it is in some lines 
right now. 

Though reluctant to establish the precedent, ABC TV this week granted BBDO the 
right to make spot arrangements for Campbell Soup's Colt .45 and Revlon's 
Walter Winchell File. 

These placements, of course, will be in markets where the network itself has been 
unable to get clearances. 

ABC TV expects to have this situation cleared up by the first of the year when it 
will have affiliates of its own in all major markets. 

MCA this week brought the reps up-to-date on a proposition that the talent and 
producing organization is trving to sell tv stations: 

• MCA will sell a spot to a national advertiser in an MCA syndicated show at 
the station's Class "A" minute rate. 

• As compensation for that spot, the station would have the right to sell the other 
two commercial positions in the MCA package. 

CBS TV this week put the official seal on loosening up product adjacency pro- 
lection — something which has been developing piecemeal since January. (See 2 
February and 6 Julv SPONSOR-SCOPE.) 

Sales v.p. Bill Hylan savs the changes were made to CD bring the protection pattern 
into keeping with modern industrial expansion and diversification, and (2) provide 
more flexibility. 

^ 

For other news coverage in this issue, see Newsmaker of the Week, page 5: 
Film-scope, page 49: Spot Buys, page 28: News and Idea Wrap-Up, page 62: Washington 
Week, page 83: sponsor Hears, page 86: and Tv and Radio Newsmakers, page 92. 
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THE GRAY GHOST 

Excitement-charged as a cavalry 
raid, THE GRAY GHOST dramatizes 
the life and legend of one of the 
Civil War's great soldier-statesmen, 
dashing Colonel John S. Mosby. 

THE GRAY GHOST, starring Tod 
Andrews, documents the true-life 
adventures of Colonel Mosby and 
his famed Raiders, daredevils on 
horseback whose fearless exploits 
behind the Union lines comprise 
one of the most eventful chapters 
in America's colorful history. 

Epic in scope, universal in appeal— 
THE GRAY GHOST (39 half-hours) 
has already been sold to such major 
regional advertisers as Habitant 
Soups (throughout New England), 
Loblaw food chain (upper New York 
State and Erie) and Colonial Stores 
(Virginia, the Carolinas, Georgia 
and Alabama).* Other territories are 
going fast, so act quickly. Call . . . 

CBS TELEVISION FILM SALES, INC @ 

". . . the best film programs for all stations" 

•Also signed are Welch Grape Juice; Gunther Beer; Sears, 
Roebuck; Freihofer Baking Co.; Block Drug Co.; Adams Dairy; 
Foley's Department Store (Houston) and many others. 



SOUTHERN 
CALIFORNIA 
INTERURBIA 




stations 



INTERURBIA ... "a complex of 
cities, towns, suburbias which 
have grown together . . ." is startlingly 
illustrated in the solidly packed strip 
from Santa Barbara through 
Los Angeles and San Bernardino- 
Riverside to San Diego. 

NCS #2 CONFIRMS individual city 
ratings . . . only 3 radio stations 
are popular and powerful enough 
to deliver complete this multi-million 
super-market. 

OF THIS TOP TRIO, KB1C is 

• the only independent 

• the least expensive station 

• LOWEST in cost-per-thousand 
by one yardstick 

• SECOND by the other. 

Any KBIC or Weed man would like 
to show you the documents. 




0 

/kbig 



ffie Catalina Station 
10.000 Watts 

740 °™ 



Nat. Rep. WEED and Company 



Timebuyers 
at work 




audience. The local audi- 



Felice Feldman, Ro) Garn Advertising Agency. New York, says 
that radio is being reborn daily to thousands of small advertisers 
who are realizing the value of a well planned and integrated adver- 
tising program. "In selecting time and station for the small local 
advertiser," Felice says, "the most important factor is the charac- 
ter of the audience to be reached. 
Small advertisers often sell prod- ^ 
ucts or services that are of use 
only to certain groups or have lim- 
ited distribution. So 'who will the 
product appeal to?' and 'where and 
when are you most likely to find 
your customers?' must be careful- 
ly considered." Felice feels that 
"spillage" into other towns and 
states on high-watt stations is use- 
less to the local advertiser. Even 
if he reaches a large audience at a 
low cost-per-1,000, it's often the wn 
ence — his customers — usually turn to the local station for news and 
advertising. "Above all," Felice says, "the small advertiser must 
allot sufficient time for his advertising to have impact. A one-shot 
venture is worthless. Consistency and frequency are necessary." 



Lester J. Blumenthal, executive vice president and timebuying 
chief, Product Services, Inc., New York, thinks that "today's buyer 
must first be a good salesman. He must develop, in this flexible tv 
period, a plan to bring in the greatest possible audience to his client 
for the least possible cost, fight for the best possible times — and sell 
the project to the station. This 
calls for an active 'buyer-salesman' 
rather than a passive 'what-can- 
you-offer?' attitude." Lester says 
that the agency is currently selling 
52-week tv to both stations and 
clients; the advertiser benefits 
from full-time exposure, the sta- 
tion benefits from the long-term 
contract. Already they've set up 
year-round plans for top accounts, 
at a cost of little more than their 
previous seasonal-saturation bud- 
gets. This has been accomplished, Lester says, through new and 
improved approaches to buying that the agency's developed; also it's 
been able to negotiate advantageously with the stations because of 
the long-term business. "Long-term buying," Lester adds, "must be 
carefully tailored to fulfill each client's marketing objectives through- 
out the year, with special consideration for the seasonal factors." 




K) 
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SHE'S a friend 
of a friend 
of yours. She 
shares your fondness 
for KOIN-TV's 
coverage of 
Portland, Oregon, 
and 30 neigh- 
boring counties. 
When you 
whisper sweet 
somethings thru j 
KOIN-TV, 
she listens . . . 
and reacts. 
The gentle- 
men from 
CBS-TV 
Spot Sales 
carry tales I 
about her ' 
habits . . . 
and about 
KOIN-TV's 
incredible 
ratings. 



by Bob Foreman 




Agency ad libs 



The cul de sac off creative management 

John Orr Young, who gets top hilling in the 
ad agency known as Young & Rubicam, was 
walking toward the New Haven R.R.'s 8:11 out 
of Saugatuck and, as is natural in the environs 
of that adman's commuter train, talking about 
the ad business. He was glad to see, he stated, 
that an ex-cop) writer had ascended to the I ^K'^l 
throne in the shop that gives me desk space and 
in commenting on the wisdom of such a move he listed several other 
former creative gents who were calling the shots up and down Madi- 
son, North Michigan Avenue and westward. The point Mr. Young 
was making was that, in his opinion, this was a healthy thing for 
the business in general. Which, of course, didn't curry any ill- 
favor with your jovial reporter whose background is rich with 
graphite and tissue-pad. 

After boarding the train, however. I started to compare the 
glories of being an Ad-Land Executive and Part-of-Management's- 
Team versus the simple charm of being a swashbuckling, pencil- 
in-ear copy man. 

Maybe it's un-American, certainly it's heresy but my mind kept 
to\ ing with the thought that maybe there should be a wa\ of 
relegating the top slot to a modestly salaried hired hand who isn't 
really the star performer himself. The prize fighter and the race 
horse and the champion dog have somebody see to it that the 
training table's got good food and the rent is paid and nobody 
steals any towels. 

Management must cover the details 
When you come right down to it. a lot of management thinking 
has to be on this level. There's the rent I those wonderful discus- 
sions of cost per square foot and if we add storage space in Cleve- 
land should we sign a 99- or 78-year lease?). There's The Retire- 
ment Plan I which never produced an ad or a commercial but takes 
more time to prepare than the three best campaigns in histon ) . 
There's the Outside Office Situation (which someday will require 
office buildings to be hollow cylinders). All of which is topped by 
The Big Management Dilemma — does the tv department really need 
a movieola? 

Perhaps this sounds like the busy da\ of a diseased mind — or 
a badh run agencv. Rut do not kid yourself, sir. In a personal 
business such as ours personnel is big business. Even the largest 
of agencies have very few employees compared to a manufacturing 
concern. Of these few employees more than half are concerned with 
work that is also being done in banks and beaut\ shops and bookie 
joints (secretaries, bookkeepers, receptionists, phone girls, etc. I — 
in other words, not with advertising. So the prexy of the ad agenc\ 
darn v\ell better ha\e the answer for his ad makers as to why Old 
So and So got the outside office for here comes Young So and So 
with blood in his e\e. And he better have the answer about the 
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» 7 hen the winners in The Billboard's 5th 
r.nual TV Program & Talent Awards poll 
ere totaled, we discovered that KDKA-TV 
ow is carrying (or has completed showing) 
0.9 '' c of the season's prize-winning Syndi- 
Ued Shows! 

In 6 major program award categories*, 
>.DKA-TV's audience has viewed 50 of the 
3 top programs! 

We believe these figures will give you a 



good idea why people in Greater Pittsburgh 
and surrounding counties are in the habit of 
tuning to KDKA-TV. They've developed 
this viewing habit because KDKA-TV makes 
a habit of bringing them the best available 
entertainment. 

People like what they see and hear on 
KDKA-TV, and they respond by buying our 
advertisers' products. That's why ... in 
Pittsburgh ... no selling campaign is com- 
plete without the WBC station . . . 



*KDKA-TV's LIST OF PRIZE-WINNING SHOWS 

BEST OVER-ALl SYNDCATED 

SHOW WINNERS . 5 out o' 5 

Best Comedy Ser es 8 out of 10 

Best Dramatic Ser es 8 out of 10 

Best Adventure Series 9 out of 1C 

Best Mystery Series 10 out of 10 

Best Western Ser es 10 Out o' 10 



CHANNEL 2 IS NO. 1 



ITTSBU RGH 



WESTINGHOUSE BROADCASTING COMPANY, INC. 

RADIO- BOSTON, WBZ+WBZA • PITTSBURGH, K0KA • CLEVELAND, KYW . FORT WAYNE, W0W0 
CHICAGO, WIND • PORTLAND, KEX • TELEVISION — BOSTON, WBZ-TV • BALTIMORE, WJZ-TV 
PITTSBURGH, KDKA-TV • CLEVELAND, KTW-YV • SAN FRANCISCO, KPIX 

WIND represented by AM Radio Soles • WJZ-TV represented by B'oir.TV • KP.t repress nted by The Katj Agency. Inc. 
All other WBC stations represented by Pete's. Gt 



THE MIDDLE OF 
WASHINGTON STATE 




WENATCHEE 




Programs have to BE popular, and RE- 
MAIN popular to stay on KPQ. We aim 
directly at the people of central Wash- 
ington, with SELECTED PROGRAMS 
ONLY from three networks, plus local 
news shows, farm, homemaker, and 
specialty shows . . . and seasonal 
sports, presently including hometown 
Northwest league baseball. We give 
'em what they want! And spots just 
seem to slide in there so natural-like, 
no matter what adjacencies or partici- 
pations you're looking for. 




WENATCHEE, WASHINGTON 
"Apple Capital of the World" 
Affiliated with 3 networks 

National Reps: Seattle & Portland Reps: 
Forjoe & Co., Inc. Art Moore & Assoc. 

National Sales: 
Pat O'Halloran 
NOrmandy 3-5121 
Wenatchee 

WE GUARANTEE 

to outpull all other Northcentral 
Washington media 2 to I 



Agency ad libs continued . 



signing of that 99-year lease in Des Moines just before the office 
folded. 

There's another aspect to consigning topnotch creative men to 
top management slots well worth thinking about, even if nothing 
can be done about it. Put simply — what a waste! Such a squander- 
ing of talent, so rare a commodity in a business that long ago faced 
a talent-drought! 

One quick glance at any magazine, a few minutes of viewing on 
any tv channel or listening to the radio is all that is needed to 
convince any sound judge of what is good advertising that there's 
a desperate shortage of creative savvy. 

G.B.S. once said — he who can, does: be who cannot, teaches. For 
the ad biz that might well be paraphrased to: he who can is put 
into a job where he can't possibly. 



THE MECHANICS OF MANAGEMENT 
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Table of organization, developed by >po.n>or's research staff, allows the large, 
multi-departmented agency to deal neatly with every-day administrative detail. 



always 
first in 
syndicated 
film 
shows, 

now... 




"THE GRAY GHOST" 

Timed perfectly (or the current resurgence ol 
interest in the Civil War, this tremendous new series 
brings to TV the story of a band ol adventurous 
heroes, captained by the legendary John S. Mosby. 



"HARBOR COMMAND" 

Brand new adventure scries, bringing to TV the 
thrilling stories of America's Harbor Police, Coast Guard 
units and Port Authorities. Starring Wendell Cory. 



"FRONTIER DOCTOR" 

An exciting new series, combining the adventure 

and excitement of the early West. 

Starring Rex Allen in the role of the Frontier Doctor. 



"JUNGLE JIM" 

Johnny Weismuller, Mr. Jungle himself, leads 
expeditions from the Amazon to New Guinea. Together 
with champion chimpanzee Tamba and an all-star 
cast, Jungle Jim will appeal to viewers of every age. 



movies are better than ever 



and now . . 



"MILLION DOLLAR MOVIES" are better.than ever 

On "Million Dollar Movie," September 9th, 

WCAU-TV kicks off the greatest parade of "post-1952" full length 

features ever released for television. 

"AFRICAN QUEEN" (1952, starring Humphrey Bogart) 
"MOULIN ROUGE" (1953, starring Jose Ferrer) 
"SUDDENLY" (1954, starring Frank Sinatra) 
"PURPLE plain" (1955, starring Gregory Peck) 
plus other Class A films starring Gary Cooper, John Wayne, 
Tony Curtis, Gina Lollobrigida and many others of the same calibre! 



Capitalize on this tremendous array of 
audience-getting programming (backed 
by the most spectacular promotion ever 
aimed at the vast Philadelphia 
TV audience). Contact: 

WCAU-TV 



NEI.I® 



CBS IN PHILADELPHIA 
y CBS-TV SPOT SALES 
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WEST VIRGINIA 



INCREASES 
SALES 500%! 



LEATHERWOOD DAIRY, Blue- 
field, W. Va., conducted a 
two-day promotion using THE 
CISCO KID plastic tumbler as 
a premium with a half-gallon 
of milk. They write: 

"Results were tremen- 
dous . . . in a two-day 
period, 15,000 Bluefield 
families bought the special 
half -gallon carton. This 
means Leatherwood Milk 
was sold to 74 % of the 
families in our area thanks 
to THE CISCO KID. We're 
looking forward to many 
more profitable promotions 
with this powerful show." 

Ask to see more success stories of 

THE WORLD'S GREATEST SALESMAN! 

"THE CISCO KID" 




News and views for women in 
| advertising and wives of admen 

Women's week 



Oil that budget! Now thai summer is past. wnes of agenc\ men 
are confronted with the fall dilemma: ill more home entertaining 
is required in the fall: (2l wardrobes need replenishing; 1 3 I doing 
both can strain a budget. 

Here are some tips on entertaining at home without expending 
excessive energies or moneys: 

1. Formal dinner parties are always impressive, but can be han- 
dled for reasonable sums. Major wardrobe tip: Evening-length 
woolen plaid at-home skirts are the going trend of the season. These 
can be varied with different sweaters or shirts that serve double dav- 
time duty. 

2. Most important menu tip: as cool weather approaches, hot 
stewed meats are an in-order, economy-wise dish. The surest way to 
dress up such dishes is to plan curries, with side dishes of shaved 
eocoanut, chutney, ground nuts. The cost will be well under the 
prire of chops or steaks and dinner will look more elegant. 

3. To keep down the liquor bills, plan on a round or two of cock- 
tails before dinner, and wine with the meal. Wives experienced in 
at-home dinner parties guarantee that a dinner-time wine cuts post- 
dinner drinking in half. 

Ladies tops in media: It's rumored that the West Coast looks 
more kindly at lady executives than "Sew 1, York. Another proof of 
this premise is in the mid-September appointment of Mary Ferriter 
as media director of Guild. Bascom & Bonfigli. San Francisco. 

"We have lots of respect for the female's ability in advertising.'' 
says GB&B's Dave Bascom. "Miss Ferriter will be a media director 
on a level with the agency's other three media directors, two of 
whom are women." 

GB&B's media directors now will be Mary Ferriter. Peg Harris. 
Marce Sanders, along with the sole male media director. Dick Tyler. 

"But we don't discriminate against men." Bascom assured 
SPONSOR. "Rod MacDonald is the v. p. in charge of media." 

Before joining GB&B. Mai) was media manager at Botsford. Con- 
stantine & Gardner. San Francisco. Her GB&B accounts will be 
Heidelberg Beer. Max Factor and Breast-O'-Chicken. Mary moved 
into advertising eight vears ago. 

Pro award for lady broadcaster: The "Woman of Achie\ement 
Award" given by the Business and Professional Woman's Club of 
Philadelphia has just been voted to Margaret Mary Kearney, educa- 
tional director of WCAU. Philadelphia. 

This award "seeks to honor the woman, who. by her own efforts, 
has made a genuine contribution within her professional field, to the 
advancement in service of all women." Presentation of the award 
is scheduled at a 26 September dinner in the Barclay Hotel. 

Margaret's list of awards has grown by four in the past four 
months, since she was also named "Woman of the Year" by the 
Philadelphia Chapter of the lmmaculata College Alumnae, and re- 
ceived three other awards from her professional colleagues. 
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Why be just part 
of the Parade..? 



Today it's increasingly 
hard to stand out from the crowd 
For every television station 
on the air five years ago 
there are now four more ! 
And, at mid-1957, another 350 
commercial applications were still 
pending for yet more stations. 

As the parade grows bigger, 

it takes something special to preserve 

your identity at the 

agency-advertiser level . . . 

to be known for the 

individuality that makes yon 

outstanding in your own market. 

Ordinary production line 

representation won't do it. 

Without specialized selling, you're just 

part of an ever-lengthening parade 

your representative tries to "represent.' 

Quality television stations with 

hard-won local leadership, 

proud of their community reputations, 

deserve something more. 




They get it, too, 

from Harrington, Righter and Parsons 
where specialized representation 
makes so much difference. 
We're glad to explain how. 




HARRINGTON, 
RIGHTER 
& PARSONS, Inc. 



trie 



the 



nly mod in 



WCDA-B-C Albany WABT Bumineham WBEN-TV tf u /Wo 
WJRT Flint WFMY-TV Greensboro/ iTtnston-Snh- 
WTPA Uarrisburg WTI C-TV Hartford WDAF-TV Kanvit (.it\ 
WHAS-TV Louisville WTMJ-TV Milwaukee WMTW.l/,. JT ashineton 
WRVA-TV Richmond YJSYR-1V Syroruse 
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kJUST OUT 7. and alreadf 




SOLD IN 20 MARKETS 

TO GRIESEDIECK BEER AND OTHER SPONSORS! 




39 FILMED Vi HOURS OF 



AMERICA'S FAVORITE NEW RHYTHM 




AMOUS GUEST STARS LIKE THESE IN EVERY SHOW! 

For details contact W your nearest office. 



SCREENS GEMS, INC. 

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. 
711 FIFTH AVENUE, NEW YORK, N. Y. 

NEW YORK DETROIT CHICAGO HOLLYWOOD NEW ORLEANS TORONTO 

711FifthAve. 709FoxBldg. 230 X. Michigan Ave. 1334 X. Beechwood Dr. 1032RovaJSt 102-10S Peter St. 

Plaza 1-4432 Woodward 1-3979 Franklvn 2-3696 Hollywood 2-3111 E*press3313 Empire 3-4096 



IT'S NO 
ACCIDENT 

There are 

many 

Reasons 

WHY 

KWKW 

BROADCASTS 
MORE HOURS OF 
SPANISH RADIO 
THAN ANY 
OTHER STATION 
IN THE U.S. 

All Day 

AND 

All Night 



These Spanish Speaking An- 
gelenos spend over one and 
two-thi'ds MILLION Dollars 

More than 319 Advertisers 
have used KWKW profitably 




L.A.— RYan 1-6744 
S.F.— Theo B. Hall 
Eastern Rep. — National Time Sales 



49th and 
Madison 



New and Renew 

Under "Renewed on Radio Networks," 
the address of Allis-Chalmers is given 
as Harvey, III. (August 24 issue I. The 
company does have a plant there, hut 
the main office is in Milwaukee. 

In the interest of accuracy, best re- 
gards. 

Gerald L. Seaman, 

radio & tv director, 

Bert S. Gittins Advertising, Milwaukee 

Film shows in Puerto Rico 

Under the section titled Film-Scope 
on page 78 (31 August issue) you 
refer to the success of syndicated pro- 
grams in Puerto Rico and you quote 
as a source Telepulse 1957 whereas 
four of the top 15 programs are film 

! imports dubbed in Spanish. 1 should 
like to refer you to Telepulse dated 
June 1957 of Puerto Rico whereby six 
of the top 15 shows are syndicated 

I shows revoiced into Spanish of which, 

I we are humbly proud, that four of the 

1 top 15 are ZIV Shows. 

I should further add that in our 
opinion Film-Scope is doing a very fine 
job and makes very interesting read- 
ing and every one of our executives 
here at Ziv opens to this section first. 

Edward J. Stern 

President 

ZIV International 

Movie men and radio 

I read with great interest your article 
in the August 24th issue of sponsor 
by Gordon McLendon '"Movie men 
don't know how to use radio". To put 
an up-to-date ending on this story, I 
would like to state that Cinema Arts 
Theatres in San Antonio are now using 
K0\0 Radio as their exclusive radio 
outlet and are doing a bigger and 
more profitable business than ever with 
their four theatres, the Texas Theatre. 
Josephine, \\ oodlawu, and Uaurel. 

10 years ago, in 1947. kO\0 had 
saturation schedules on the San Pedro 
Outdoor Theatre, and for several 
straight years the Theatre enjoyed 
some of the biggest gross billings in 
this part of the country : so saturated 



radio and result getting radio definitely 
is not new for theatre men who know 
how to properly use the radio. 
Jack Roth. 

manager, KONO, San Antonio 

Please send me and bill me for four 
copies of the August 24th issue. Your 
story on "Movie Men Don't Know How 
To Use Radio" was excellent. 1 am 
very much afraid that some of the 
movie men are still living in the 30's 
as far as advertising goes. They install 
popcorn, air conditioning equipment, 
soft chairs, stick up stills, etc., but the 
radio copy . - . SAD . . . SAD. Maybe 
this will wake them up . . . 
Joe Milsop 

manager, WCP A, Clearfield, Pa. 

Identifying new products 

1 have been passing my copy of SPON- 
SOR on to our production people a 
week or two late and, even though late, 
it has proved the only reliable source 
they have for tracing out new brand 
names in both network and spot. Our 
problem is knowing how to handle 
these new brands when we hear them 
on our tape — what company makes it; 
how is it spelled. 

Robert W. Morris, 

executive vice president 

Broadcast Advertisers Reports, Inc. 

An fm set counf needed 

As a lifetime radio man (since 1924) 
I went into fm only to prove, at least 
to myself, that the merits of fm prop- 
erly presented could improve the status 
of radio. 

In as much as most major cities 
have a proven percentage of fm re- 
ceivers — WHY is there not a single 
fm set count? It is the fm part that 
results in radio sales in our area and 
we feel an accurate count should he 
made. Dealers in our area say unless 
a radio has fm they cannot sell it. 
This is a very important part of the 
radio picture and difficult to under- 
stand why so important a figure could 
be overlooked. 

Jerrv Cobb, station manager, 

KXEV-FM. Reno 
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Some mathematician. Bugs Bunny. In recent months the brash 
little star of Warner Bros. Cartoons increased the late-after- 
noon audience on krod-tv, El Paso, Texas, six-fold — 
jumping from a last-place 4.8 to a first-place 28.1 (arb, May). 
Warner Bros'. Popeye the Sailor gets Texas-size ratings in 
El Paso, too, pulling a 26.2 ARB for May— nearly three times 
greater than the combined total of the two other stations. 
The El Paso story alone is conclusive proof of the drawing 
power of A. a. p. Cartoons ... a success story that is being 
duplicated from coast to coast. 



To see how Rugs Bunny. Popeye 
the Sailor and other Warner Bros. 
Cartoons can multiply audiences 
in vour area, write^or phone: 

a.api 

Diftrxbulors Jor Atswiatrd Artitts B Production* Corp. 
j;5 Malison Art., MVrra V Hill 6-1313 ■ NEW YORK 
75 E. It aeter Dr,, PEarborn 1-insO ■ CHICAGO 

Mil Bryan $/., Illrfrside 7-$f53 ^ DALLAS 
9110 Simsri Blrl., CRcstritw 6 I -V*S5 «-OS ANGELES 
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KOBY is No. I stafion across the board 
in both Pulse and Hooper! July-Aug. 
Pulse: weekdays 15.3, Sat. 16.7, Sun. 
17.3— averages 6 a.m.-midnight. June- 
July Hooper, weekdays, 7 a.m. to noon 
22.0, noon-6 p.m. 24.0, all day average. 
Nielsen agrees with a 21,100 rating 6 
a.m. to midnight. KOBY operates full 
time . . 10,000 watts blanket the en- 
tire bay area. Definitely the No. I buy 
because its San Francisco's most lis- 
tened-to station. See your Petry man, 




KOSI is Denver's top rated station all 
day— all weekend! June-July Hooper: 
18.9 a.m., 24.6 p.m. share. June Pulse 
rates KOSI No. I independent, 6 a.m. 
to 6 p.m. with a 17.0 overall average. 
All surveys prove KOSI's dominance... 
5,000 watts-sells full time. Represented 
by Forjoe. 

MID-AMERICA 
BROADCASTING CO. 



in Greenville, Miss., WGVM 



No. 1 in both Hooper & 
See: Devney & Co., Inc. 



National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

American Chicle Co., Long Island City, N. Y., is planning a cam- 
paign in scattered markets to push its Dentyne gum. Schedule 
starts 1 October for 13 weeks. Minute film announcements will be 
slotted 5:30 to 11:30 p.m.; frequency will vary from market to 
market. Buyer: Bill Santoni. Agency: Dancer-Fitzgerald-Sample. 
Inc., New York. 

The Bon Ami Co., New York, is going into some 50 major markets 
to advertise its Jet-Spray Bon Ami, with Scott Towels tied-in. The 
Scott Towel Co. will, in turn, promote the cleaner in its spot tele- 
vision. The 10 week campaign will kick-off in September. Minute 
and 20-second announcements will be scheduled both day and night; 
average frequency: 10 spots per week per market. Buyer: May 
Dowling. Agency: Ruthrauff & Ryan, Inc.. New York. 

RADIO BUYS 

R. J. Reynolds Co., Winston-Salem, N. C, is preparing schedules 
in some 200 markets for its Cavalier cigarettes. Campaign starts in 
September for 12 weeks. Minute e.t.'s will be placed throughout the 
day, Monday to Saturday. Average frequency: eight per week, per 
market. Buyers: Hal Simpson and Jim Scanlon. Agency: Wm. 
Esty Co., New York. ( Agency declined to comment. I 

National Biscuit Co., New York, is using a short-term campaign 
during September in 25 selected markets to advertise its new Cocoa 
Grahams. Minute and 20-second e.t.'s will be scheduled during day- 
time hours, Monday to Friday. Buyer: Jane Podester. Agency: 
McCann-Erickson, Inc., New York. 

Campbell Soup Co., Camden, N. J., is planning a heavy saturation 
campaign in about 91 markets to advertise new soups. Schedule be- 
gins in September for 23 weeks. Minute, 20 and some eight-second 
e.t.'s will be slotted every day of the week, 7:00 a.m. to 7:00 p.m.. 
with hea\ y scheduling on Wednesday, Thursday and Friday. Fre- 
quency will depend on market. New soups are turkey noodle, mine- 
strone, and chicken vegetable. Buyer: Ed Fluri. Agency: BBDO, 
New York. 

RADIO AND TV BUYS 

J. A. Folger & Co., Kansas City, is entering 130 radio and tele- 
vision markets to promote its instant coffee. Schedule kicks-off 23 
September for a minimum of eight weeks. In television, nighttime 
chainbreaks and I.D.'s will be used: average frequency: 10 an- 
nouncements per week per market. In radio, minute announcements 
will be scheduled during daytime segments, Wednesday. Thursday 
and Friday; frequency will depend upon the market. Buying is not 
completed. Buyer: Jim Ducey. Agency: Cunningham & Walsh, 
New York. I Agency declined to comment. ) 
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Star Maker to the Networks . . . .w 



January 1957, 

27 WSM and WSM-TV stars have made 76 network TV appearances, You've seen 
them on NBC-TV shows with Diana Shore, Tennessee Ernie, Today, This is Your Life, 
Tonight, Steve Allen, Kraft TV Theater; on CBS-TV shows with Jackie Cleason. 
Gary Moore, Ed Sullivan, Jimmy Dean. Arthur Godfrey, Gunsmoke. Vic Damone: 
on ABC-TV shows with Paul Winchell and the Bii> Beat. With this kind and quantity 
of talent on tap. it's easy to see why WSM-TV is clearly Nashville's Number 1 
Television Station. Ask Hi Brnmhaiu or any Petry man about America's most 
astonish in» talent story. 



Channel 4. Nashville. Tenn. • NBC-TV Afliliate • Clearly Nashville's *l TV Slalion 

IRVING WAUGH. General Manager • EDWARD PETRY & CO.. National Advertising Represenlati.e 

V.S.W-TV s sister srv.on - Cc r CrmnJ 50,C00-w • WSM ? : o - . H< on / sing - -h ■ 



WSM-TV 
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ft x FIRST A WHISPER 

AT F NOW A SHOUT! 



Yes, it's Ziv's HARBOR COMMAND! What a combination 
...a commanding role... a commanding performer ... 
fused in white hot action! 

OVER 135 MARKETS ALREADY SOLD! 



HAMM'S BEER 
LION OIL 
SEALY MATTRESS 
CAPITOL BEOOING 
COCA-COLA 
ALKA-SELTZER 
KROGER 
FORO 

CARNATION MILK 
BLUE CROSS 
WEST ENO OAIRY 
SQUIRT 
LEE MOTORS 
DERST BAKING 



NUCOA MARGARINE 
ONE-A-DAY TABLETS 
LA ROSA SPAGHETTI 
ROCHESTER HOSPITAL SERVICE 
MULLER-PINEHURST DAIRY 
INDEPENDENT LUMBER CO. 
ROCHESTER MILK PROOUCERS 
S. A. MACH. & SUPPLY CO. 
HOME RA0I0 & FURNITURE CO. 
WLW-A - Atlanta 
KBAK-TV Bakersfield 
WAFB-TV -Baton Rouge 
KVOS - Bellingham 
KBOI-TV - Boise 



WNAC-TV 

WTVN-TV 

KYW-TV 

WTVY-TV 

WANE-TV 

WOAM-TV 

WFGA-TV 

WTVJTV 

WKXP 

WOSU-TV 

WOR-TV 

WKY-TV 

WEEK-TV 

WLW-I-TV 



-Columbus, Ohio 
-Cleveland 

- Dothan 

- Ft. Wayne 

- Hattiesburg 

- Jacksonville 
-Miami 

- Lexington, Ky. 

- New Orleans 

- New York 

- Oklahoma City 

- Peoria 

- Indianapolis 



KLRJ-TV - 
WCAU-TV 
KOAM-TV - 
KPHO-TV 
WIIC-TV 
KSL-TV 
KRON-TV 
WOAU-TV 

KOVR-TV 
KOLD 
KTNT-TV 
WTVT 
KTVX-TV 
KONA 



Las Vegas 
Philadelphia 
Pittsburg, Kan. 

Pittsburgh, Pa. 
Salt Lake City 
San Francisco 
Scranton- 
W Ikes Barre 

- Stockton 

- Tuscon, Ariz. 

- Tacoma 

- Honolulu 



Quobtijl Ratings! Success! 

HARBOR COMMAND" 

Starring 

WENDELL COREY 




From 6 to 9 a. m. . . . from 9 to noon ... as all day . . . 

It'saWHB world 



Ask to sec the Will i area dominance story- 
packed with convincing documentation! 
Latest AREA XILLSLX: Willi first with 4S..V,, (5 a.m. -6 p.m. 
Latest HOOPER: Willi first with 42.4', all-day average 
Latest TKKXDEX: Willi first with 42. T; all-day average 
Whether it's prime . . . or any time . . . talk to Iilair or 
Willi CM (ieoruc W. Amistroim. 

WHB 10.000 watts on 710 he 
Kansas City, Missouri 



WD6Y Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR A CO. 



D STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 



54.1% 

una .V it I sal — 
(6 a. in .-noon) more 
titan (tli other 
Kansas Citij radio 
stations combined. 
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SCENERY 



iV 



IS 
A 

CLIENT 
REVOLT 
AGAINST 
^sTV COSTS 
BREWING?- 



UNIONS! 



SUPKUVIS'OUS 



Tv production costs will get sharper scrutiny from clients as split 
in audience indicates danger of co st-pcr-1,000 increase. Areas they 
want to pare: talent prices, unnecessary padding of time and cost 



I his may be the year when clients 
stand up on their hind legs and protest 
against rising tv costs with concrete 
reasons to back them up. 

Like the weather, tv costs have been 
the perennial subject of conversation 
ever since there was a television medi- 
um. But this year a closer scrutiny of 
costs is regarded by main admen as 
inevitable. 

If there's fat in tv program or com- 
mercial production costs, 1957 is the 
year when the trimming can be ex- 
pected to start. 

The reasons why the budgetary pen- 



cils have been sharpened are multiple: 

• Profits for man\ manufacturer- 
are slimmer and harder to come by 
now. Today most advertisers have to 
plan on giving extra incentives to deal- 
ers and consumers to push sales in the 
more competitive markets. Since the 
cost of selling is up in various direc- 
tions, all advertising co^ts come under 
the microscope. 

• Tv audiences will be split this fall 
as the\ ve never l>een before in tv 
histon'. The strength of ARC TV 
coupled with good programing on in- 
dependent stations I films l mean that 



e\en if production and time co-t- had 
stood still. cost -per-1. (XXI -would be 
rising. Client- will be looking for 
way- to hold the co-t-per-1.000 line. 

• T\ co-ts in effect will be in the 
limelight at this fall - AN \ meeting 
through the Profes.-or Fre\ stud\ of 
agenc\ compensation. An earlier and 
independent survey of the ANA mem- 
bership has alread\ indicated that the 
tv package show commission has suf- 
fered some serious inroads among na- 
tional advertisers. I See 31 August 
1957 spon-ok for ?ur\e\ details. I 
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Clients want savings 
behind the scenes, not in 
on-screen values, stress cuts 
in excessive crews, personnel 

As an increasing number of clients 
begin to talk about tv costs, the major 
point they are trying to determine is: 
Where precisely are the areas of in- 
flation? These are some of the tenta- 
tive answers. 

1. Many clients feel that no one 
has fought hard enough to keep prices 
down. Show costs. the\ say. are not 
necessarily in line with production 
costs. 

"The price is determined by what the 
freight will bear, rather than by the 
actual cost of producing." says the ad- 
vertising director of a major package 



foods firm who adds these points: 

"The agency doesn't bargain as hard 
as it might for us for two reasons: 
(1) Its gross commission hinges on 
our expenditure, and that takes away 
part of the incentive to cut the price. 
12) Once the price is agreed upon, the 
packager takes the risk. He knows 
that keeping the production cost down 
will increase his profit. It won't do 
anything for us, the sponsor, however."' 
Some clients have changed this pic- 
ture by sharing in the producer's 
equity. This is true of Colgate's Thin 
Man, Sterling's The J'ise. Lorillard's 
Board of Last Resort. 

However, most packager* are un- 
willing to give up any part of their 
equity to the client, since they can get 
financing from other sources. Its 



therefore impractical for them to share 
the possibility of getting a good size 
return. 

"F.\en when a client doe- make such 
a contract, it's not necessarily a big 
sa\ing for him." say- V&K's Rod Krick- 
-on. "llarelv will the producer of a 
top property make that kind of deal. 
And even if he does, it may take a 
couple of years in syndication and in 
foreign markets, before the program 
shows any profit.'" 

2. There's padding of production 
expenses which tends to amount to 
considerable money by the end of the 
year, according to sponsors of live 
shows. "We could he buying a spot 
booster campaign in at least two extra 
markets for a y ear on the unnecessary 
expense* that come through to us,'' 
says the advertising director of a large 
appliance manufacturer. 

One of the incidents that he cited 
as ty pical "padding" was a better than 



$200 sandwich and coffee hill for the 
production crew on a weekend of re- 
hearsing. "We want good work from 
them.'' he told sponsor. "But there's 
nothing in the union contract that say s 
they've got to get ham and cheese on 
rye at our expense." 

Insignificant though such a hill 
might seem when pitted against the 
multi-million production budget of a 
show, it does create suspicion about 
other hidden costs w hich have been less 
easy to catch. 

"Our agency discovered one item 
that really burned us." said the top 
advertising executive of a cosmetics 
firm. "We were pay ing overtime for 
the netw ork crew — because they "d 
worked 40 hours on other shows be- 
fore coming to work on our program." 



3. Talent agents are pushing talent 
prices out of line in proportion to the 
popularity of certain show categories. 
This year, musical and variety talent 
is at a premium and sponsors with such 
shows are feeling the pinch. 

"It isn't just the kind of bargain the 
talent agents drive that disturbs us." 
one cigarette adman told SPONSOR. '"It's 
the fact that they take a very short- 
range \iew of the business by forcing 
prices up. In some instances, they 
even add 10'? in commission to the 
over-all net cost of th.2 sho:. p2c!<273. 
When you add this figure to the pack- 
ager's profit and to the agency com- 
mission, you find that some 35*^ of 
the cost of a show to the advertiser 
goes for things that never appear on 
the screen. ' 

The one area of production costs 
that have not been driven up in propor- 
tion to talent costs are the prices for 
scripts. In fact, this is the one cost 
factor clients rarely complain about, 
nor is it likely that any major saving 
could be made here. The average price 
paid for a one-hour dramatic script 
even by top talent is still only $2,000, 
or about 3 r r of the total show produc- 
tion cost. 

4. Commercials production as such 
is still getting less of a going-over than 
programing, since commercials — while 
taking 10^ of programing time — 
generally cost far less. Clients say it 
isn't a question of cutting down on 
money allotted, but rather on making 
increasingly sure that it is used in the 
most effective and efficient way. 

"Agency commercials producers are 
verv experienced by now, say s R&R's 
tv-radio v. p.. George Wolf. "Virtually 
every one of them could be a full- 
fledged programing producer on his 
own. Our commercials head is a man 
who'd previously worked for a film 
commercials producer. This means 
that it's impossible for any price pad- 
ding to slip by us. We don't feel that 
the cost of commercials has gone up in 
proportion to the cost of programing." 

Problems w ith excessive commercials 
costs arose more frequently, according 
to a number of clients, when there 
were more live network commercials. 
Extra costs stemmed from the fax re- 
hearsals the networks insisted upon and 
also from a lack of sufficient pre-camera 
planning in the earlier days of tele- 
vision. 

But on the whole, the majority of 
advertisers agree that commercials will 



A "LITTLE" PADDING ADDS UP BY YEAR'S END 

A typical case of "milking" that clients object to occurred for one sponsor, 
who got a bill for more than $200 after one weekend's rehearsals for his 
show. This bill wa- for "coffee and sandwiches for the crew!'' Were such 
an item to be repeated on a 52-week basis, it would actually pay for two 
extra commercials at S5.000 each, or for additional stations on the client's 
network lineup, or for a brief spot schedule in a trouble market. Such a 
bill is typical of the "behind-the-scenes waste" that clients will clamp down 
on -everely in the coming season — thi- client said "no"' and didn't pay. 
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In- tin- last area <>f lv production costs 
to feel any pinch. "Tin* \- the part 
that sells our products." tin- brand 
manager for n detergent told spo.nmjk. 
"To skimp on it means eliding our own 
throat." 

This does not mean that clients don't 
look more and more askance at any 
waste footage or at imperfection- in the 
final product. During the year to come, 
they're likely to become increasingly 
involved in the shaping of story boards 
and pre-production planning to make 
sure that the final product achieve* the 
criteria of salesmanship they want. 

5. Filming programing outside t lie 
country, while not yet a major trend, 
is likely to pick up popularity in the 
next year. Of course, the possibilities 
of going outside the l.S. are often limi- 
ted by the pool of actors available and 
the requirements of the story. Hut more 
clients are investigating such possibili- 
ties ami Great Britain and Canada will 
be the countries to gain from this trend. 

"If you can shoot in England you 
can save y ourself as much as two-thirds 
of the out-of-pocket cost,'' says Rod 
Erickson. "Just eliminating SAC resid- 
ual payments spells out a big saving. 
Hut y ou can't adapt every show to 
conditions outside the U.S.'" 

6. "Tv has gone Hollywood."' is one 
of the most frequently heard com- 
plaints about production methods and 
costs. "They aren't happy unless they've 
got 75 guys on the ?et. and no one 
knows what the other one does." 

Most clients admit that nothing pains 
them as much as going into the client 
booth and counting the number of 
people on the set. 

"We pay $65 for a guy to carry an 
ashtray across the stage," says Ray- 
mond Spector. ''Now I'm certainly 
not against unions, but they're a part 
of this industry too and they shouldn't 
milk it so or their source of money 
will run dry ." 

The fault for excessive union de- 
mands in terms of size of crews, and 
work conditions and wages Iie> with 
the producers and networks, according 
to advertisers. They feel that a tougher 
bargain should ha\e been struck with 
the unions years ago. 

"Maybe the answer will be for us to 
get in on the negotiations more direct- 
ly, the ad manager of a drug company 
told sponsor. "So far we've pressured 
only in the background through our 
agencies, but since this hasn't worked, 
I Please turn to page 54 I 



CLIENTS OBJECT TO "HIDDEN COSTS" THAT 
DON'T HELP SHOW, NOT ON-SCREEN VALUE 



Crews seem too large 

(,'Iiii>i„ ilmi'i like paying "?n5 
have a guy carry an a-blruy arr 
tin* mi" They realize lliui nn 



The i 



i relillirr 

ml feel net 
cnul.l h a 
,.r !<■-.- i-w.il 



l.ar-ai 



Scripts are still cheap 

Although they're the key to a pond 
show, script.- are not overpriced, 
according to the experts. Few 
clients object to lhn-e cu-l- that 
"actually appear on the -crcen." 
The script for an average hour 
drama cost- only $2,000, hut staff 
w riters for comedies are over-paid. 



Sets are costing more 

Competition for ralings ha* driven 
set and scenery coMs up, a* each 
show strives for top-notch produc- 
tion values. ' Like Hollywood, iv 
has to be colossal the*e days," 
sponsors say. Again they don'i 
objeel to paying for lop -el.-, ju-t 
tu time wa-te in producing them. 



Too many supervise 

Supervisory lalcnt ai the top is 
mo-t expensive over the-line c>—l 
oulr-ide of performing lalent. To- 
day spon-or- want lo nuke -lire 
each of the -upervi-or< i- pulling 
hi- weight, contributing lo show 
values. They're clamping down on 
duplication of producer-, director-. 
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e constantly on the move 
with radio." says ABN President Rohert 
Eastman explaining his cancellation of 
Nielsen Radio Index. "The Audimeter 
can't follow the portable around. Peo- 
ple not only carry the radio . . . 



"... around outside but in the home, too. Radio is 
now a multi-access medium with 50 million out-of-home 
sets. The audience to these out-of-home sets is not be- 
ing measured properly today. We feel that though 
Pulse doesn't get all the audience, it captures more of 
it than Nielsen does. The Nielsen measu 



"... of autos was a step in the right di- 
rection but there's more to radio than just 
counting heads. The trouble with radio re- 
search is that the eye is not on the ball but 
on the referee. The ratings don't measure 
salesmanship. We're going to sell the . . . 



WHY ABN DROPPED NIELSEN 

Meters don't capture all the audience, undersell radio, ABN 
President Robert Eastman contends. Though ABN will use Pulse, 
the emphasis will be on salesmanship and showmanship to prove that 
sales results for the sponsor are the best research data for radio 



FJating services have been bought 
and junked before but the dropping of 
Nielsen by the American Broadcasting 
Network has bad some of the impact 
of a large rock in a small pond. 

Item: ABN had been a subscriber 
to the Nielsen Radio Index for 11 
jears. Furthermore, the cancellation 
came on the c\e of the introduction 
of a new. and what was widely-herald- 
ed as an improved. NRI. 

Item: Though \BN President Rob- 
ert E. Eastman stated that current au- 
dience research does not do justice to 
radio's audience reach, he turned 
around and bought a new Pulse net- 



work rating service. This will be a 
multi-market measurement covering an 
estimated 40/1 of U.S. radio homes. 

Item: Except for a few years. Niel- 
sen has had a monopoly of the net- 
work radio rating business. In bming 
Pulse. Eastman was instrumental in 
injecting what will undoubtedly be a 
new competitive note into network 
radio promotion battles — a safe as- 
sumption in light of the fact that dif- 
ferent rating services often come up 
with different figures. 

Item: An underlined preference for 
one rating service as against another 
is not an e\erwla\ occurrence in the 



top echelons of the broadcasting busi- 
ness. Though there has been no offi- 
cial announcement about ABX's pur- 
chase of Pulse, the dropping of Niel- 
sen was significantly accompanied bv 
an AB.N press release citing the rea- 
sons for the move. 

Item: NKI's wide acceptance on 
Madison and Michigan Aves. will ad- 
mittedly not help Eastman's initial 
sales efforts, which are of crucial im- 
portance now with ABN clothed in a 
drasticalb revised programing gar- 
ment. 

Though some admen have gotten 
the impression that Eastman is fight- 
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"... basic values of radio anil we're going 
to help our affiliates do that, ton. We're going 
to pro\ide them with sales anil programing 
aids. A healthy network needs healthy sta- 
tions. We're going to sell imaginatively anil 
we're going lo program for today's audience." 



ing himself, there is an underh ing 
.strain of consistency in Eastman's ap- 
proach. stron»ly reminiscent of his 
operations as a station representative 
executive with John Blair Co. 

The switch from Nielsen to I'ulse. 
which carries the overtones of a cal- 
culated dramatic move, is Eastman's 
wa\ of saving he has no intention of 
supporting research that undersells 
radio. It has lung heen an article of 
faith with him that an important seg- 
ment of the radio audience is not he- 
mg measured, and. of course, he is not 
alone in this. The lo-t audience he is 
thinking ahout. he told sponsor, are 
Americans on the nunc, listening to 
portables at beaches and park-, earn- 
ing small radios around from room to 
room, timing in a hotel room, listening 
at work, in stores and in restaurants. 

Hie Nielsen Audimeler, he main- 
tains, immobilizes the radio set. thus 
cannot corral Americans on the mo\e. 
While he welcomes Nielson's auto 
measurements and Mil'? new cumula- 
tive audience data, he feels it is not 
enough. Though Eastman doesn't be- 
lieve that Pulse measures the entire 
radio audience, be feels its method cap- 
tures more of it. 

A more precise key to Eastman's 
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thinking, how. -Net, ha- milium to do 

will. .e-e.irch. It i- hi- ambition I 

• a-l \I5Y- imago in tonus of -how 
man-hip and -ale-man-hip. While 
scar, h will plav a pail in selling \B\ 

to a.Kcili-ei-. Ka-t i will ,1,-al re 

heavilv wild othei tangibles. 

Me will -ire- -ah- re-nll-. f.., ,,„<• 
thing. \- proof of the contention lli.it 
counting bead- i- ju-l pail of ibe radio 
.-h>r\. \la\ l.'iehuiaim, director of -ah- 
ileselopuienl ami i e-ea i . h. poinl- out 
thai, ihoitgli HrmkfnM Club .lidn't 
ba\e a- high raliir.'- a- i.lhei -how- 
011 \BVs morning block, il ha- been 
more popular with advertiser-. 

This i- one of Ibe reason- win 
// his'i-rift" Streets, l/> True Mini 
and // hen a Cirl Marries were dropped 
from the \l!\ schedule, a surprising 
move in view of their shoug rating-. 

(There were other rea-ous. loo. \v 
ABN tidd the iiidii-lr\ in a recent trade 
ad (|Uoliug Nielsen. -oa|» operas have 
dropped 37', in their -hare of radio 
audiences. The ad also cited an B\l! 
snrvej earlier thi- \ear which brought 
out that 60'. of the housewives li-len 
lo music, while .'U.<!',' listen to soap 
operas. And finalb, it wa- pointed out 
in the ad. nighttime Is satisfies the 
demand for drama.) 

The altitude among main agencv 



l's,..,l. I, II I.I « 111., I s.de- elTe. |,v, .„„ . ,s 

l-'Vli "»•*- -.-nl fa/.- 1 .-. 

<<" m-a- -al>- . lb . live 

i.-—." I,.- -aid. "( a-h i.yi-1.1- 

i. .••i-.ii.ng -air- elb-.liv.-ne-- .lav in 
and .lav <>itl. even .lav of ihe v.ar. 
ii|. and down Mam N. \nd i-n'i ||,,- 
wh.il the -p..|l-or I- i.-dlv illl.l.-te.l 

in 

"We know what lb.- ba-i. values „f 



radi. 



W.-'n 



■ vp. 



in out fi. l.l 
know our j »r . «« In. I. W e won't 
l< l 1.21*1 \ii.lim. ler- in. a-nre lh.il val- 
ue for Niel-,-,, do.-ni m.-a-iire 
-ale-iiiaii-hip." 

Then, he added. 'Ihe trouble will, 

radio i.-ran h i- lli.it ihe . v.- i- noi ..n 
Hie ball bill on lb.- ..-fere.-." 

\- a -lib-, rib.-r lo i|i<- n< w I'ijI-i- 

lielwork -.TV i. e. which will .over 

about 1!! million radio home- in 2<< 
< ilii-s. Ea-liuaii will m.i let ihe r.-nlt- 

li( ii -helf. He made clear Pulse 

rating- f IS!IIri . j„ VBN"- -elling 

plans. 

I hi- i- no i oiitrarlicl ion to hi- 

-Inleinenls about the \al f audi- 

.-nee research, he maintain-. IWauv 
Pulse interview- people in the liome. 
he said, ii gather- in it- n.-l listen- 
ing in the main -. altered pla< <•- where 
( flense turn in fxipr .VI i 
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HOW TV LICKED A 

WINTER SALES SLUMP 




mjj National Paint & Varnish of Los Angeles boosted sales 22% with a well- 
researehed, merchandised television campaign. Lack of competitive 
55222^5? activity assured dealer interest, heightened impact, helped distribution 



Ma 



■ any industries have "off-seasons,"' 
that annual period of low sales when 
the industry pulls in its head and waits 
for fatter months. But here's the story 
of a company that decided to do some- 
thing about a seasonal slump. 

National Paint & Varnish Co. of 
Los Angeles discovered last winter that 
their off-season was the result of not 
trying to sell; for with a modest bud- 
get, spent mainly in television (70%) 
and a well planned, merchandisable 
campaign, they were able to take the 
annual dip out of their sales curve. 

The campaign, handled by the Tikis 
'& Cantz agency of Los Angeles, con- 
sisted of 100 minute tv spots and 270 
radio announcements. The schedules 
were divided among five tv and three 
radio stations for a seven-week period. 



On television nothing less than minutes 
were used to take full advantage of 
product demonstration. In radio both 
minute and 30-second spots were used. 

According to Melvin Spellens, com- 
pany president, as a result of the cam- 
paign, winter sales increased by 22%. 

"One of our objectives," says Mar- 
vin Cantz, account executive, "was to 
create the illusion of a much larger 
campaign, primarily for the impact 
this would have on our dealers." 

To the trade, the campaign was 
billed as the biggest "off-season" paint 
promotion yet. aimed at relieving the 
winter sales slump. Company sales- 
men, equipped with complete advertis- 
ing details, explained to dealers that 
National's objective was to produce 
maximum sales support at the time 



when it was most needed, during the 
fall and winter months. 

The same message was carried via 
full-page insertions in regional paint 
and hardware journals. To increase 
the impact and scope of this campaign 
to the dealer. Ethel Jacobs. National's 
advertising manager, sent ad reprints, 
letters and giant-size cards to all deal- 
ers in the area. The agency was suc- 
cessful in getting all radio and tv sta- 
tions participating to also send tele- 
grams, cards and letters to local paint 
dealers. All told each dealer received 
12 direct mail pieces in a period of 
three weeks. Trade and consumer pub- 
licity supported this effort. 

A successful campaign depends 
greatly on planning and coordination; 
and the impact of this one was no acci- 





Vivid demonstration 




Omplete Campaign pre-entecl to National 
lit- - advertising manager. Ethel Jacob- and gen- 
manager Mel* in Spellen- I c. ) h* Man in Cantz. 
paign was completely accepted de-pite ihc fact 
it represented an enormou- departure from any 
oils campaign in National Paints' long history 
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dent. W hen Tild- \ Cant/ took over 
thf National I'aint account last sum- 
nier. an extensive market research pro- 
gram v\as launched uiuler the direc- 
tion of Russell Hare, head of market 
research at the agenev. Tin- stndv 
provided manv of the answer- for the 
client and agenev . 

Here are some of the kev finding-: 

Research indicated that the nation- 
wide slump in paint sale* need not 
applv to Southern California. Na- 
tional's distribution area, where a 
moderate climate allow- for v ear-round 
outdoor painting. 

Most interior and exterior paintinj 
i- done between the month- of March 
and September. I he peak month- for 
interior painting are Mav and Sep- 
tember, most exteriors are painted in 
Julv and \ugust. '1 he lowest point 
of painting activity i- in December 
and Januarv although thi- decline i- 
not as sharp in southern California a? 
elsew here. 

Selection of color. Hare reported, is 



the woman - realm in interior paint, 
but is handled |.v both men and 
women in exterior color choice. It i« 
the man who u-uallv .1 th- purchas- 
ing. Color line- deftniteb inlliieiue 
the < hoice of brand-, and a brand with 
-ufTu ient choice of color- i- in a iroocl 
competitive po-ition. I lie retailer ha- 
an important role in brand -election, 
both through recommendation and 
-to.k carried. 

Re-e.irch al-o indicated that exce*- 
-ive competition amonj paint brand- 
and a lack of realb -Iron* brand pref- 
erence- mae'e it diflic nh to -ell a par- 
ticular brand of paint. I he dialer en- 
countered the problem- of tin e-con- 
• limine brand inclec i-iv ene-- on the 
part •( enn-nmer- and the hinhlv -ea- 
-onal nature of the product. 

\dverti-ing objective'- crew out of 
thc-e -tudie-. National wa- to intro- 
duce a »* nibol for ininiecliate brand 
identification, provide a tangible rea- 
son wbv its paint was "better" and key 
{Please turn to pace Rt'»» 



1 



TThis week, fresh evidence was 
stacked on the growing pile of proof 
that nighttime spot radio is one of 
the greatest areas of opportunity for 
advertisers. 

This week. too. sellers are stressing 
this opportunity a little more and 
buyers are listening a little harder. 
Most station reps report sales in night- 
time hours are well ahead of last 
autumn. A number of timebuyers pre- 
dicted such an increase months ago in 
a sponsor survey (see Tv/Radio Bas- 
ics. July 1957). The outlook is prom- 
ising and nighttime radio's star is 
rising. 

But the psychological barriers re- 
main. Despite overwhelming evidence 
of radio's vast potential after 7 p.m., 
many an advertiser is still afraid of 
the dark. 

The latest evidence is being pub- 
lished this week in New York. It is a 
five-color, 35-page book of facts titled, 
"Two for the money with nighttime 
radio," compiled by the Radio Divi- 
sion of Edward Petry & Co. Here are 
the points it makes — and they are typ- 
ical of the way nighttime radio is be- 
ing sold today: 

1. Nighttime radio audiences are 
large — just a shade under daytime. 

2. These audiences remain with 
radio during all television prime time, 
with no great fluctuation in size. The 
biggest audience is between 8 and 9 
p.m. 

3. Nighttime radio listeners repre- 
sent a family audience — with a bonus 
of more men proportionately than can 
be reached at any other time (see au- 
dience composition chart at right I . 

4. This audience is not composed of 
poor people who don't have television 
sets. It is substantially the same au- 
dience that listens to radio during the 
day. 

5. The listener at night is usually 
relaxed and attentive. 

6. Nighttime radio is in a position 
to be dominated to some extent b\ a 
big advertiser. 

7. Night — and late night — signals 
have tremendous reach, are rarely 
counted in full on area surveys. 

The Petry presentation stresses one 
other point. Clients can get "two for 
the money ."' in line with the fact that 
many stations are repricing nighttime 
radio so that it goes for half the cost 
of day. It lists 29 major markets (not 
all are the site of a Petry-represented 
station I which can be bought for half 
price after 7 p.m. This is not a com- 
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plete list «»f all such stations, for the 
picture is changing rapidly. 

N'BC Kadio Spot Sales' ns well is 
bringing out a new rate card for its 
stations. For participations there will 
be a single rat*' including days, nights 
and weekends. Hut there will he a sec- 
ond rate for programs after i\ p.m. on 
Mondays through Fridavs. This rate 
will he slightly lower tlran the daytime 
rate on programs. 

While a number of stations are 
meeting the nighttime sales problem 
through reduced rates, others arc go- 
ing out after the same business with 
a reverse tactic. The Bartcll stations, 
for example, have verv recently raised 
their nighttime radio rates I5'"r. 

Ip or down, rales will not be the 
sole factor in stimulating nighttime 
radio sales. Hut the fact that they are 
being juggled about is indicative of the 
new aura of interest surrounding the 
medium. 

The roadblocks still in the way of a 
really big national nighttime crash- 
through are still big. Hut. according 
to a number of industry leaders, they 
boil down to this: "It just ain't fash- 
ionable." 

Yet here are a few weathercocks that 
point to an increase in night buying 
that may answer the "It ain't fashion- 
able" feeling with "Mav be not — but 
it's profitable. 

• Most cigarettes now go in for 
heavy use of nighttime radio. 

• Beers generally use nighttime — 
and beers have been in heavy this 
summer. 

• Texaco schedules about two-thirds 
of its radio advertising at night. 

• The Tea Council buys heavily 
after 7 p.m. 

Local advertisers, the shrewd in- 
siders in every market, are using night- 
time radio and have been for a long 
while, but nationals are graduallv join- 
ing them. Among these nationals who 
recently have been scoring success 
after 7 p.m. are American Tobacco for 
Lucky Strike and Hit Parade. Time 
Magazine. Liggett & Myers for Oasis. 
Texas Co.. Hellman's. Shell Oil. and 
Novo Greeting Cards. 

Westinghouse Broadcasting esti- 
mates their dollar volume in nighttime 
sales for July of this year was 150^ 
ahead of sales for July 1956. Much 
of this increase Westinghouse attrib- 
utes to its new "Lateral programing" 
that features a "behind-the-scenes'' 
theme in a nightly show called Pro- 
gram PM. One of its stations 



IWOWO. Fori Wavrici ha. attracted 
•10 local sponsors with 1 1 r r~~ formal. 

l'nrcl'rcallv eycry station rep that 
si'owm talked to aUo reported gnud 
gains in nighttime radio this Mriiuner 
with cver\ sign of lire increase einrtiti- 
tiirig to build now that fall Iras corn.-. 
Besides this, renewals are st.-adv. Of 
course, it must be remembered that 
daytime has continued to grow in yol- 



ciateh rather than through daytime 
i rowdhn.'. "No radio schedule is com- 
plete without nighttime." contends 
iVm liascuin, manager of national 
radio s;,|es f,,, \\ BC. 

Among a number of ieps and sta- 
tioruuen there is a growing ti-ridemv 
to in to sell nighttime as part of the 
broadcast day. l\y . Irologiealh this 
approach mav hate much in its fayor. 



NIGHT RADIO HAS A GOOD FAMILY AUDIENCE 





Men Womer 


Teens 


Children 


Morning 


17% 63% 


6% 


14% 


Afternoon 


17 59 


10 


14 




Evening 


27 i 




10 







What is a niphrrimr radio audience? It i- a fi 
is indicated In llie abo\e cliarl from an Kdwan 
week. Title*! "Two for the money with ni-hrtim * 
vast potential of railio advertising after 7 p.m. 
.Nielsen Now Dec. 19o6 study. ><•<• text for full i 



Tin* (urtiru a 
treatment of i 



rt i« Im-.I on an \. I 
>omt- of Pi-m pr.«enratioi 



ume too. and it must influence the 
growing success of nighttime sales. 

For daytime and traffic hours, in 
many cases, cannot contain all the an- 
nouncements of a heavy saturation 
schedule and ?ome rnu?t spill over into 
nighttime. Package plans also help in- 
troduce clients to the advantage* of 
nighttime. Whatever leads clients to 
these new pastures is all to the good, 
but nighttime will only come into full 
flower when clients move into it delib- 



It lays no undue stress on nighttime 
that might imply it must be cham- 
pioned or defended. Nor does the sta- 
tion have to compete with itself in cell- 
ing its time. \s was pointed out to 
sponsor by a rep salesman who for- 
merly specialized in selling all-night 
shows in a major market, there are 
some station people who hesitate to do 
anything that might disturb their day- 
time success. But as days fill up they 
will be forced to push nighttime. 
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Cost-per-1 ,000 between the nighttime hours of 
6 and 9 p.m. is 7c less than between the so-called 
"prime time" hours of 6:30 and 9 in the morning 



However, it is this same salesman s 
belief tliat the most sucrcsful way to 
sell nighttime is to do it program bv 
program. First, build a strong pro- 
gram w ith a strong personalis . Then 
go out and sell it. 

As for success stories, these are 
trickling through in increasing num- 
bers. Probably tl e most dramatic of 
these were the ser!e3 of test announce- 
ments scheduled by Radio Advertising 
Bureau under the most illogical of con- 
ditions — and all in nighttime hours. 

For example, in San Diego where 
nobody buys coal (average tempera- 
ture 59 0 I , RAB ran the Blue Coal 
radio jingle smack in the middle of 
KFMB's evening schedule. Four days 
after the last of 52 announcements 
were aired. Pulse checked San Diego- 
ans. at random, found that 11 c ( re- 
called the ads and that man) could 
sing back the jingle. 

Laura Scudder potato chips, a South- 
ern California product, which had 
never been East before, was advertised 
by RAB in Baltimore on WITH and 



WFBK on shows at 7:15 p.m. and 9:15 
p.m. A Pulse check found 11.9'; of 
those Man landers questioned remem- 
bered Laura Scudder potato chips anil 
of these. 7o r c retained one or more 1 
main copy points in the jingle. 

In still another test of nighttime 
radio's impact. RAB sponsored a 15- 
minute show at 10 p.m. on WMBR in 
Jacksonville for Gold Shield coffee, a 
beverage brand exclusive to the Pacific 
Northwest. Two days after the "spon- 
sorship" was dropped. Pulse interview- 
ers at eight Jacksonville intersections 
found that of passersby interviewed 
15.3^ remembered the commercial 
for this coffee. 

Similar results have turned up after 
other sched. tilings in the continuing 
tests conducted by RAB. Curries ice 
cream, a California product, achieved 
high recall when advertised on WCCO, 
Minneapolis, in the heart of night 
prime tv time in this market with 90 r t 
tv saturation. 

The ultimate success of nighttime 
radio, of course, rests with the buyer. 



Here arc >ome random fact:- collected 
b\ sponsor from many reps and many 
sources that may help buyers make up 
their minds that this season may be a 
good time to join the torchlight pa- 
rade : 

• Nighttime radio has a big auto 
bonus. Nielsen \R1-\S1 nummary re- 
port for early winter 1956 showed 1.4 
million auto radio sets-in-use at 8 p.m. 
with an average of about two listeners 
to a car. As one adman pointed out, 
this is a good bonus since today 's cars 
which do almost everything but steer 
themselves have rendered driving a 
sort of hypnotic thing so that motor- 
ists can be more attentive to the car 
radio. 

• Early this year. RAB reported 
that 63.4 r t of all families listen to ra- 
dio at home at night. This is almost 
as many families as are covered by- 
metro daily newspapers I about 61', '< ). 

• Nielsen sets-in-use figures show 
that almost any night at 8 p.m. more 
than four million homes are tuned to 
radio I autos not included I . 

• A recent Peters, Griffin, Wood- 
ward presentation showed the cost-per- 
1,000 between 0:30 and 9 a.m. is 80<J 
against 73c 1 between 6 and 10 p.m. It 
showed further that in traffic periods 
786.611 radio families are reached in 
and out of homes while at night 650.- 
511 arc delivered. This study was 
based on 23 stations representing 31 ' i 
of total L .S. radio homes. 

• A Pulse study showed 10 to 15^ 
more listeners per radio set at night 
than in '"prime" 7 to 9 a.m.. and 30' c 
more than in afternoons. 

• A March- April 1957 Pulse study- 
in five markets I Boston, Cleveland, 
Fort Wayne, Pittsburg, Portland, Ore. I 
revealed that the weekly accumulation 
of radio sets-in-use between 8 and 
10:30 p.m. av eraged 50 to 70%. 

• Don't overlook those signal cov- 
erages at night. WLAC. a 50.000- 
watter in Nashville, ran a month mail 
count on response to all its program- 
ing between 8 p.m. and midnight. Mail 
count— 133.920 piece; from 20 states 
(well beyond its NCS #2 coverage of 
394 counties in 15 states I. 

For more articles on nighttime radio 
see the following in SPONSOR: '"Don't 
be prime-time blind,'" 16 March 1957; 
"These clients aren't "prime-time 
blind'," 20 April 1957: ""Who will 
make the big nighttime radio break- 
through?"' 1 June 1957: "Are lower 
rates needed to sell nighttime spot ra- 
dio?"' 13 July 1957. ^ 



NIGHTTIME'S BIG ROADBLOCKS 

THE TV FALLACY: Since the arrival of television, clients have been 
telling themselves that nobody listens to radio at night. While tv 
may dominate night entertainment, the margin of difference is much 
smaller than is supposed. 63.4% of all families listen at home at night. 

"IT JUST AIN'T FASHIONABLE!" Maybe not but it's profitable 
because a big audience exists in nighttime radio. IT hat's more they 
stay with it in prime tl time, reaching a maximum between 8 and 9. 
Xor are they people who can't afford tv, new Petry study shows. 

LACK OF SUCCESS STORIES: It is true that more success stories 
from national advertisers would help sell nighttime radio, but this 
does not mean success stories are non-existent. Texaco, American 
Airlines and other nationals are using night radio with success. 

WEAK SELLING: In some cases, sellers who have highly successful 
daytime schedules hesitate to properly push for nighttime business, 
feeling they may be competing with their daytime business. Hut a 
lot of other sellers are really out pushing nighttime along with day. 

PROGRAMS HAVE NO IMPACT: This statement may be true in 
the case of some stations, but more and more the successful opera- 
tions are becoming aware of after-dark shows and are rebuilding 
them. W BC reports big gain through new format. Program Pm. 
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RADIO SET SALES ARE UP 13 



c 



RttTMA figures show holli home and auto srl trends arc running 
well ahead of 1956. On the radio network front, the current 
amount of weekly time sold is 11.4% ahead of four weeks ago 



^Phe radio set picture irr 1957 is a 
bright ..hp. 

RKT.MA figures on retail sales of 
home sets and factory production of 
nuto sets show the l r . S. is consuming 
ladios at a rate 13.1%' faster than 
last year. 

These figures co\er sales and pro- 
duction through the first se\en months 
of both 1950 and 1957. The auto 
radio production figures are the clos- 
est data to actual auto radio sales since 
most auto radio sets are not sold at 
retail stores hut produced on order for 



manufacturers of automobiles. 

Total figures for 1957 tliu* far show 
7.327,10o sets sold or produced coin- 
paved with 6. 179.77 1 through July of 
1956. Auto radio production is espe- 
cially healthy, a reflection of the lhe|\ 
midsummer auto market. 

sponsor's month!) compilation of 
facts and figures in the Hadio Basics 
section also showed a healthy trend in 
network business. Sales in terms of 
program time for the current week 
I beginning 14 Septemberl came to 
115.7 hours for all four networks. 



This compares with 103.9 hours for 
the week beginning 17 \ugu-t. Four 
week- pre\ iously. the network total 
had been 107.9 hour-. I Sec page 16.) 

Meanwhile, the Station Representa- 
tives \ssn. released a product category 
breakdown of spot spending during 
the second quarter. 

The frgrrres showed an increase in 
spending l>\ food ami grocery adver- 
tisers, but a decline in expenditures by 
automotive, drug and tobacco spon- 
sors. I For the complete breakdown, 
see next page. I ^ 



1. RADIO'S DIMENSIONS TODAY 

Radio homes index 



1957 1956 

48.2 *C jS~* 4 

homes I 

50.0 49.1 

U.S. homes U.S. homes 

Source A. C Nielsen. 1 July etch jr 
homes figures In millions. 



Radio station 


index 




End of July 


1957 




Stations CPs not 


Applications 


Applications" 
in hearing 


Am 1 3095 I 155 
Fm 1 531 | 31 


| 310 


113 

5 


End of July 


1 956 




Am 1 2922 1 119 
Fm 1 530 I 19 


| 263 


1 124 
1 0 



Radio set index 



Home 
Auto 
Public 
places 



1957 



1956 



90.000.000 
35.000.000 



82.000.000 
32.000.000 
10.000,000* 10,000.000 



Total 135.000.000 124,000.000 

Source. RAB 1 January 1956. 1 July 1957. 



Radio set sales index 



Type 


July 1957 )uly 1956 


Seven Months Seven Months 
1957 1956 


Home 
Auio 


597,484 570.153 
256,279 198.565 


4,236,453 3.967.555 
3,090,955 2.512.216 


Total 


853,763 775.018 


7,327,408 6.179.771 

™ fiRurei are factory production 



I 



2. SPOT BASICS 



Spot radio spending in 1957 by industry category 



Product Category 


1st Quarter 


957 


2nd Quarter 1957 


6 Months 1957 




DOLLARS 


% of TOT. 


DOLLARS 




DOLLARS 


% of TOT. 


Agriculture 


S 1.291,000 


2.7 


<£ 1 O O A AAA 

$ l,2J0,000 


2.6 


$ 2,521,000 


2.7 


Ale. beer and wine 


2.902.000 


5.9 


"i A 1 A AAA 
J,0 1 4,000 


7.8 


/: ri/: Ann 

O.510,UUU 


6.8 


Amusements, entertainment 


240.000 


.5 


ICC AAA 


.5 


495,000 


.5 


Automotive 


4.020,000 


8.2 


O AAA 
J, 62 1 ,000 


7.8 


7,641,000 


8.0 


Building materials, fixtures, paints 


64,000 


.1 


661 ,000 


1.4 


725,000 


.8 


Clothing and accessories 


259.000 


.5 


107 AAA 

jy/,ooo 


.9 


656,000 




Confections and soft drinks 


699,000 


1.4 


1 1 OO AAA 

1 , 1 Jo,OUU 


2.4 


1,837,000 


— 

1.9 


Consumer services 


2.019,000 


4.1 


1 ,/ 1 / ,ouu 


3.7 


3,736,000 


3.9 


Cosmetics and toiletries 


2,158,000 


4.4 


9 dAQ AAA 


5.2 


4,500,UUU 




Dair) and margarine products 


202,000 


.4 


219 000 


.5 


4Z1.UUU 




Dental products, tooth paste, etc. 


2.487.000 


5.1 


1 1U AAA 
1 , 1 JH,UUw 


2.5 


■3,041.(J(JU 


3 8 


Drug products 


5.375,000 


11.0 


3 513 000 


7.5 


o.ooo,(J(JU 


9 3 


Finance and Insurance 


142,000 


.3 


A07 000 

UU/ ,www 


1.3 


749,000 




Food and grocery products 


8.291.000 


17.0 


0 1 70 000 

7, 1 / w,www 


19.7 


17,461,000 




Garden supplies and equipment 


108,000 


.2 


90"? 000 


.4 


311.000 




Gasoline and lubricants 


2,149,000 


4.4 


1 0"? 000 


6.7 


5,252.000 


5.5 


Hotels, resorts, restaurants 


140,000 


.3 


1 ?n 000 


.3 


266,000 


.3 


Household cleaners, soaps, polishes, waxes 


998,000 


2.1 


1 5QR 000 


3.4 


2,590, UUU 


2.7 


Household appliances 


113,000 


.2 


1 70,UUU 


.4 


309.000 


.3 


Household furnishings 


120,000 


.3 


95,000 


.2 


215,000 


.2 


Household laundr) products 


644,000 


1.3 


KKA AAA 

334,000 


1.2 


1.198.000 


1.3 


Household paper products 


146,000 


.3 


OCA AAA 

230,000 


.5 


396.000 


.4 


Household general 


413.000 


.9 


ca/ AAA 

306,000 


1 .1 


919,000 


1.0 


Notions 


1,319,000 


2.7 


55,000 


.1 


1,374,000 


1.5 


Pet products 


138.000 


.3 


208,000 


.4 


346,000 


.4 


Publications 


408.000 


.8 


385,000 


.8 


793,000 


.8 


Religious 


1,420,000 


2.9 


1,173,000 


2.5 


2,593.000 


2.7 


Tobacco products and supplies 


8,141.000 


16.7 


6,130,000 


13.2 


14,271.000 


14.9 


Transportation and travel 


1.098.000 


2.3 


1,108,000 


2.4 


2.206.000 


2.3 


Watches, jewelry, cameras 


59.000 


.1 


40,000 


.1 


99.000 


.1 


Miscellaneous 


1,264.000 


2.6 


1,140,000 


2.5 


' 2.404,000 


2.5 


TOTAL 


$48,827,000 


100.0 


$46,574,000 


100.0 


$95,401,000 


100.0 






ilium 


'iiiMnMtiiiniwiiiii» BP 
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How much does out-of-home listening add to in-home? 



an mini inn 



Percent out-of-hoiiir listening xitlt Is to in-home listening in 2ii markets 

IX-IIO.MK + OUT-OF-HOME = THIS f /< 1'1-US 



Atlanta 


18.1 


Hnltiiiioro 


16.3 


Birmingham 


18.0 


Boston 


18.5 


Buffalo 


16.4 


Chicago 


18.3 


Cincinnati 


16.3 


Columbus 


17.1 


Dallas 


17.5 


Detroit 


16.5 


Fort Worth 


18.5 


Houston 


18.1 


Kansas City 


16.7 


Los Angeles 


18.7 


Miami 


20.3 


Milwaukee 


18.2 


Miniieapolis-St. Paul 


18.3 


New Orleans 


18.3 


New York 


19.1 


Philadelphia 


16.5 


Pittsburgh 


17.5 


Portland 


21.0 


Richmond 


16.6 


St. Louis 


17.1 


San Diego 


18.5 


San Francisco 


19.3 


Seattle 


18.0 


Washington, D. C. 


18.3 



+ 4.1 



+ 3.{ 



+ 3.6 



+ 3.9 



I+4.4B 



Figures above are from Pulse's semi-annual 
study of out-of-home listening. In-home and 
out-of-home columns show* percent of homes 
listening by average quarter hours seven days 
a week. Percentage plus is not measure of 



homes using radio but ratio between in-home 
and out-of-home. Period covered by data is 
various winter months this year. Averages for 
die group of markets shown: in-home. 18.2% ; 
out-of-home. 4.5%: average plus. 24.7%. 
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3. NETWORK TIME PURCHASES RISE 11.4% 



NETWORK BUSINESS INDICATOR 



Program Hours Sold 



Week beginning 



Network radio sales, in terms of program time, are up 
11.4% for the current week compared with four weeks 
ago, according to sponsor. Sales figures in the business 
indicator at left are taken from the complete current list 
of network radio clients below as well as the previous 
list run in the last issue of Radio Basics. For purposes 
of comparability, 6-second and 8-second commercials 
are considered as 30 seconds of program time while 20- 
second and 30-second commercials are considered two 
minutes of program time. In the list below, covering 
week beginning 14 September, minute commercials sold 
as such are figured as five minutes of program time. 



ABC 



Admiral: appliances; Breakfast Club; M-F; 25 min. 

AFL-CIO: institutional; Ed. P. Morgan; M-F; 75 min.; /. W. Van- 

dercook; M-F; 25 min. 

American Bird Food Mfg. Co.: Breakfast Club; M; 5 min. 
Assemblies of God: religious; Revivaltime; Su; 30 min. 
Bankers Life & Casualty: White Cross Hospital Plan; Paul Harvey; 
Su; 15 min. 

Beatrice Foods: LaChoy; Breakfast Club; Th; 5 min. 
Bristol-Myers: Bufierin; Breakfast Club; M,W,F; 15 min.; Sal 
Hepatica; Breakfast Club; M.WJF; 15 min. 

Campana Sales: Ayds, Italian Balm; Breakfast Club; M; 5 min. 

Chrysler Corp.: automobile^; Weekday News; 50 min. 

Food Specialties: Appian Way pizza pie mix; Breakfast Club; Tu; 

Foster-Milburn: Doan's pills: Herb Oscar Anderson; F: 5 min. 
General Foods: Calumet; Breakfast Club; M; 5 min.; Post Cereals; 
Breakfast Club; M-F; 25 min. 

General Motors Corp.: CMC trucks; Howard Cosell, Speaking of 
Sports; Tu-F; 20 min. 

Gospel Broadcasting Assn.: religious; Old Fashioned Revival Hour; 
Su; 60 min. 

Billy Graham: religious; Hour of Decision; Su; 30 min. 
Highland Church of Christ: religious; Herald of Truth; Su; 30 min. 
Midas Muffler: auto mufflers; Weekday Newscasts; M-F: 25 min. 
Miller Brewing Co.: Miller High Life Beer; Newscasts & Sports- 
casts; M-S; 85 min. 

Milner Products: Perma Starch, Pine-Sol; Breakfast Club; W; 5 mini 
Charles Musselman: applesauce: Breakfast Club: W-F: 15 min. 
National Brands, div. of Sterling Drug: Dr. Caldwell's; Sunshine 
Boys; M-F; 25 min. 

Nestle Co.: Nescafe; Breakfast Club; Tu.W.F; 15 min.: Herb Oscar 
Anderson; W.Th,F; 15 min. 

Norwich-Pharmacal: Pepto- Bismol; Weekend Newscasts; Sa.Su; 90 
min. 

Oral Roberts Evangelistic Assn.: religious; Oral Roberts' Broad- 

Charles Pfizer: animal feed & poultry remedies; Breakfast Club; 
Tu: 5 min. 

Radio Bible Class: religious; Radio Bible Class; Su; 60 min. 

R. J. Reynolds: Winston; Weekdav Newscasts: M-F: 100 min.: 

Weekend Newscasts; Sa.Su; 90 min. 

Sandura Company: floor covering; Breakfast Club; Th; 5 min. 
Voice of Prophecy: institutional: Voice of Prophecy: Su: 30 min. 
Dr. Thomas Wyatt: institutional: Wings of Healing: Su; 30 min. 



CBS 



American Home Foods: Arthur Godfrey; Th : 15 min.: Wendy War- 
ren: Th,F: 10 min. 

Angostura-Wupperman: Arthur Godfrey: F: 10 min. 
Best Foods: Romance of Helen Trent: W.F: 15 min.; Our Gal Sun- 
day: Tu: 7% min.: Nora Drake: Th : 7% min.: Young Dr. Malone: 
M : 7% min.; Galen Drake. <a: 5 min.; Amos V Andv: F.Sa: 10 
min.; Gunsmoke: Sa.Su: 10 min.: Johnny Dollar: Su; 5 min. 
Bristol Myers: Arthur Godfrey. M,W; 60 min. 
Campana Sales: Robert Q. Lewis; Sa: 5 min. 

Chesebrough-Pond's: Sports Time: M.W.F: 5 min.: Football Score- 
board; Sa: 15 min. 



Chrysler: Dodge; Gunsmoke; Sa,Su; 10 min.; Mitch Miller; Su; 5 
min.; Sports Resume; Su; 5 min. -.Amos V Andy; F; 5 min.; Chrys- 
ler; Robert Q. Lewis: Tu,Sa; 10 min.; Johnny Dollar; Su; 5 min.; 
Suspense; Su; 5 min. 

Chun King Sales: Arthur Godfrey; W & F, alt. wks.; 15 min. 
Clairol: Galen Drake; Sa; 5 min. 

Colgate-Palmolive: Our Gal Sunday; M-F; 37% min.; Backstage 
Wife; M-F; 37y 2 min.: Strike It Rich; M-F; 37% min.; 2nd Mrs. 
Burton; M-F; 37y 2 min. 

Cowles Magazine: Robert Q. Lewis; Sa; 5 min. 

Curtis Circulation: Arthur Godfrey; Tu; 15 min. 

Ford Motor: Ford dir.: Ford Road Show; M-F: 25 min.; Sa: 10 

min.; Su; 20 min.: World News Round Up; M-F; 25 min.; Ford 

Road Show — Arthur Godfrey; M-F; 125 min.; Edward R. Murrow; 

M-F; 75 min. 

General Electric: Hotpoint div.; Robert Q. Leicis; Sa; 5 min. 
General Foods: Arthur Godfrey; Tu,Th, every 4th F; 33% min.; 
Wendy Warren; Th; 5 min.; World News Roundup; Su; 5 min.; 
Gunsmoke; Su; 5 min.; Our Miss Brooks; Su; 5 min.; Amos V 
Andy Music Hall; M-F; 25 min.; Galen Drake; Sa; 5 min.; Robert 
Q. Lewis; Sa; 5 min.; Gunsmoke; Sa; 5 min. 

General Mills: Garden Gate; Sa; 5 min.; Galen Drake: Sa: 5 min.: 
Robert Q. Lewis: Sa: 5 min.; Amos V Andy; Sa; 5 min.: Gun- 
smoke; Sa; 5 min.; City Hospital; Sa; 5 min.; Man Around The 
House; Sa; 5 min.; Saturday Night Country Style; Sa; 5 min.; 
Sports Resume; Sa.Su; 10 min.; World Tonight; Sa,Su: 10 min.: 
World News Round Up: Su: 5 min.; Washington Week; Su; 5 min.: 
Suspense; Su; 5 min.; Indictment; Su; 5 min.: Johnny Dollar: Su: 
5 min.; FBI In Peace & War; Su; 5 min.; Sez Who; Su; 5 min.; 
Mitch Miller; Su; 5 min. 

General Motors: Chevrolet; Allan Jackson — News; Sa; 20 min.; 
Robert Trout— News; Su,M-F; 50 min.; Soap Box Derby; Su; 15 
min.; Delco; Lowell Thomas; M-F; 75 min.; GMC trucks; Farm 
News; Sa; 5 min.; Saturday Nile Country Style; Sa; 5 min.; FBI 
in Peace & War; Su; 5 min. 

Hartz Mountain Products: Arthur Godfrey; Th & F, alt. wks.; 15 

Hudson Vitamin Products: Galen Drake: Sa: 5 min. 

Kitchens of Sara Lee: Arthur Godfrey; F: 15 min. 

Lever Bros.: Ma Perkins; M-F: 37% min.; Romance of Helen Trent: 

M-F; 37% min.; Ma Perkins: M-F alt. wks.; 18*i min.: Young Dr. 

Malone: M-F: 37% min.: House Party; M-F: 37% min.: Lipton 

div.: Ma Perkins: M-F: 37% min. 

Lewis Howe: Robert Q. Lewis; Sa; 5 min. 

Longines-Wittnauer: Longines Symphonette; Su: 30 min. 

P. Lorillard: Kent; World Tonight; F.Sa.Su; 15 min.: Indictment: 

Su: 5 min.; Mitch Miller; Su; 5 min.; Sports Resume; Sa.Su; 10 

min.: Saturday Night Country; Sa; 5 min.; Amos V Andy; F.Sa; 

10 min.; Johnny Dollar; Su; 5 min.; Robert Q. Lewis; F: 5 min.: 

Suspense; Su; 5 min.; FBI in Peace & War: Su: 5 min.: World 

News Roundup; Su; 5 min.: Washington Week; Su; 5 min. 

Miles Labs: Wendy Warren: M-F; 25 min.: Bill Downs— News: 

M-F; 25 min. 

Milner Products: Robert Q. Lewis; Sa; 5 min. 

Philip Morris: Country Music Show; F; 25 min. 

Mutual Benefit Health & Accident Assn.: Arthur Godfrey; Tu & 

every 4th F; 18% min. 

North American Philips: Herman Hickman-Sports; M,W,F; 15 min. 
Pharmacraft: House Party; M.Th.F; 30 min. 
Pillsbury: Arthur Godfrey; Tu.Th; 30 min. 

'n'°KBc' list, rot.' means commercials are rotated on different days of the week under 
the wehs run of program time, except for MBR 

and XBC where commercials shorter than a minute are listed separately On N"BC 
radio, minute commercials are arbitrarily credited as five minutes of program time 
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Reader's Digest: Arthur Godfre s , \l ; 1.1 unit. 

R. J. Reynolds: Herman Hickman Sports; Tu.'l li.Sn ; 15 mill. 

Reynolds Metals: l.ullr Droit n Jug Hat <• . Hi; l'< miii. 

Scatt Popcr: Arthur Godfrey; Tli.F & every Itli F; I8' 1 , miii, ; Hath- 

siant Wife; F; 7Vj miii. ; >'oi/ti# />>•. M alone; Tli.F; 1.1 niiri.; .Voru 

ZW.e; Tu.'I'h; 15 niin.; .l/n Perkins; Tu & U' alt. vvks; 7Vj niin.; 

:»/!</ .W.5. /Wro/i; Tli.F; 15 mill. 

Socman Bros.: Arthur Godlres Time: W" ; 11 mm. 

Shcrwin-Willioms: ^//u/,- ^//rev . W. every Uli F; I8 :l , mill. 

Simoniz: Arthur God/rev; W; 15 tu tti ; //ome I'irrly; W; t.i niin.; (7. 

Herman News; Tli.F; 10 niin. ; E. Sevareid -Afics; Tli.F; 10 niin.; 

.Yens; Sa; 15 niin.; Sports News; S;i ; 10 min. 

Slccp-Ezc: House Purls ; I-'; T'-j mill. 

A. E. Stolcy Mfg.: House Parts; Tu; 15 min.; Arthur Godfrey; V , 

Standord Brands: House Party; M; 15 niin.; Arthur Godfrey; M, & 

rwrv lih F: 37V. min. 

Sterling Drug: Gunsmoke; Su; 5 mill. 

Swift: House Party; F; 15 min. 

Wcco Products: Arthur Godfrey; M ; 15 min. 

F. W. Woolworth: Wooluorth Hour; Su: 60 min. 

Wm. Wriglcy, Jr.: Howard Miller Show; M-F: 75 niin.; Pat Huttram 

Show; .M-F; 75 min. 



MBS 



hearing aid: Gabriel II ratter \eies. 
■ Pills; Gabriel Ueatter— News; .M.Tu, 



Bcltonc Hearing Aid Co.: 
Tli ; 5 min. 

Cortcr Products: Little Liv< 
Th: 15 niin. 

Christian Reformed Church: religious; Hack To God; Su; 30 min. 
Coco-Colo: Coca-Cola; Eddie Fisher; Tu.Th; 30 min. 
Consumer Drug Corp.: Oragru; Gabriel lleatter \eus; M.W ; 10 
min.: M-F: 18 20-sec; John Srott W.s; >„: 5 min. 
Down Bible Institute: religious; Frank and Ernest; Su; 15 min. 
Equitoble Life Assurance: insurance; station break-; 100 8-.ee. 
Ex-Lax, Inc.: Kx-l.ax: True Detective \h stents; M : 5 min.: Treas- 
ury A stent: Tu; 5 mill.: Gong Musters: W ; 5 min.: Secrets oi Scot- 
land \ard; Th; 5 min.; Counter-Spy ; F; 5 min.; Gabriel lleatter 

W.<; T.i.Tli.F: 15 min. 
First Church of Christ, Scientist: religious; How Christian Science 
Heals; Su; 15 min. 

Gcnerol Motors Corp.: CMC trucks; Charles Warren \eus: M-F: 

25 min.: Gabriel lleatter \eus: M.W.F; 15 min. 

Billy Grohom Evongclicol Assn.: religious; Billy Graham; Su; 30 



Hudson Vitamin Corp.: vitamins: Gabriel lleatter; Su; 5 min. 
Kroft Foods Co.: All Purpose oil, mustard, Kraft dinner, Miracle 
Whip, Italian dressing, cheese spreads, Parkay margarine; Les Higbie 
—Sews; M-Sa: 30 min.; Holland Engle—News; M-Sa; 30 min.: 
John B. Kennedy— News: M-Sa; 30 min.; Cedric Foster— News; M- 
Sa: 30 min.; Frank Singiser — News; M-Sa; 30 min.; Charles B. War- 
ren — News: Sa; 5 min.; True Detective Mysteries; M; 5 min.; 
Treasury Agent; Tu; 5 min.; Gang Busters; W; 5 min.; Secrets of 
Scotland Yard; Th; 5 min.; Counter-Spy; F; 5 min. 
Lutheron Loymcn's Lcoguc: religious; Lutheran Hour; Su; 30 min. 
Monion Forum of Public Opinion: discussion; Dean Clarence Man- 
ion; Su; 15 min. 

Quokcr Stote Oil Refining Corp.: Quaker ^tate oil: Game ol 
the Day; Sa ; 60 min.; Sports Flashes With Frankie Frisch; Sa.Su; 
30 min. 

Rodio Bible Closs: religious; Radio Bible Class; Su; 30 min. 
R. J. Reynolds Tobocco Co.: Camel: Camel Scoreboard; Su-Sa; 35 
min.; Winston; Winston Scoreboard; Su-Sa; 35 min. 
Rhodes Pharmocol Co.: Imdrin: Gabriel lleatter \en\s; Tu; 5 niin. 
Sleep-Eze Co.: Sleep-Eze; Gabriel lleatter — News: Su; 5 min.: 77i/e 
Detective Mysteries; M: 5 min.; Treasury Agent; Tu; 5 min.: Gang 
Busters: W; 5 min.; Secrets of Scotland Yard: Th ; 5 min.: 
C ounter-Spy ; F: 5 min. 

Voice of Prophecy: religious; Voice of Prophecy; Su; 30 min. 
Wings of Heoling: religious: Wings of Healing; Su; 60 min. 
Word of Life Fellowship: religious; Word of Life Hour; Sa; 30 min. 



NBC 



Allis-Cholm 



institutional; Nat' I. Farm & Home Hour; Sa; 25 



Americon Institute of Men's & Boys' Weor: clothing; Monitor; 
Sa-Su; 70 min. 

Americon Motors: Rambler; Monitor; Sa.Su: 55 min. 
American Oil: Amoco products: Monitor; Sa.Su; 50 min. 
Billy Grohom Evongelistic Assn.: religion; Hour of Decision: Su; 
30 min. 

Bristol-Myers: Bufferin; Hourly News; M-F; 105 min., 21 30-sec. 
Brown & Williomson: Kools, Viceroy; Hourly News; M-F; 215 min.. 
42 30-sec. 

Carter Products: Arrid, 30 min.; Little Liver Pills. 60 min.: Band- 



stand; M I"; 20 nun.; True t unhs ,„.,, p (., 1 in. II a In Wv 
House, lot.; 1 Mill.; One Man's lam, s, |, t , 5 I in P. fi . i )o 
Family; rot.. .1 min.; Sens of The U orld , Tu.V5.Th: \> in i..- Moni- 
tor, sa.su; 35 mill. 

Chrysler Carp.: |)...L,.e, Monitor s.,...,, , () ,,,,„ . . i) , ( |„ s 
ler; Monitor I ; ID m .. ; hie .V th. II olid Ml, 2 < ..... \; h 
tine. \\ .Hi; ID i n... 

DcSato: l).s,,t<, ran; You Bet Your lile; s a> 30 M1H1 . 
Equitable Life Assurance: in nr... . < •; linth or f m \..f ..•< Ml 
ID I. -.•< .; Handstand , \l J- ; !(J \ru s ol the II mid \I.U 

2 6-e..; \inhthne. Iii'lli; 8 f <— . : Momtoi I-.. ,»(,-.. 
Evangelistic Foundation: religion; Ihhle Study Hour ; s„ ; 30 min. 
Ex-Lax: |-.vl.:ix; Monitor \iSr I 30«.v., 5 6 •»■< . ; Handstand. 
M.W .Tli.F; 2 6*.-,.. 2 id--,.; Pep,..-, )uui,(!\ hwnls, WW 1 
mm.. 2 S(l-.,-e.; One Maii's Itimih, M II. F; ID nun.. I 10 -re , 
People Ire Funny. W ; 5 inn.; Great (,ild, rsl.ei . I , ; 1 min . 

A' The II orld. Hi, 1 nun.; Ms true Vi.n. \l W.I 11 mm. 
Fostcr-Milburn: [h,;,u- pill-; Ms True Stars \| ; 1 i in. 
R. T. French Ca.: I.ird -.,•,,1; Ms I rue <*t„n l.i.ll.; ID min. 
General Faads: In-tanl Po-lun; Handstand, \| 1 , 2.1 nun.. 11 6--.. 
Pepper ) o,i,iu\ Faniils V I ; 21 i in. 

General Mills: < .hei ri«. ; Monitor. ^a.Ni; .10 mill.. ID «>-,..; |J. itv 
Lroeker; Truth or t on <,;,,<,;„ e< ; M I 21 mil..; < jkc hit.-; Hand 
stand: M-F; .1 30-ee.; True Conlessiuny M.W ,h : 3 ,D-er.; hie 
Star Matinee; M-F; 2.1 niin.; II oman hi Ms House T.I I.: 2 M m- . 
General Motors Carp.: (.Ml. trurk-; \<us ol the II orld ; M.I.I ; 

Gillette: Cillette prod-.. Puper-.Mate, Toni prod.; Iloxme Hauls; F; 
25 min. 

Grave Labs: Fit. li'» luiir pn.cli.t-: Monitor. sj.- : ",,1 mm. 
Hotpaint: variou-. Handstand; M.W.Tli.F: I '{O-.-r.: F: 1 i lin : 
One Man's Family; Tu F; 10 Min., 2 V)--r.: Hi. Star Matin, e- 
M.W; 2 30-.ee; Pepper Yovng's Fumih: Tu. lli.F: ( 10-. < ; Moni- 
tor; s a ,s,i ; 10 min.. I 30-sec. 

Insurance Co. of N. Amcrico: in-i.ran. >■ : Monitor. s , «.„ ; 2~> mm. 
Lever Bros.: Pep-odent ; Handstnnd. M l': .10 (s-.-e.: -t.iti* u hr> ik--. 
M-F: 30 6-.ee. : \ eu s ol the II orld ; Tu.Tli.l-; .1 6- ( .; \mhtlin. . 
Tn.Th; 9 6-ee.; Monitor; Sa,>\\; 20 6-er. 

Lutheran Loymcn's League: religion; Lutheran Hour; Su; 30 min. 
Mack Trucks: Trucks; Monitor; F.Su: 15 min. 

Mosscy-Harris-Ferguson: f.irm impl.iii.nt-: l/ex Drear. s j; ]1 nun. 

Midos: car mufflers; Monitor; Su; 5 min. 

Morton Solt: salt: Alex Dreier News; Sa; 5 min. 

Mutual of Omaha: insurance; On the Line With Considine. -u: 

15 min. 

North American Van Lines: moving: Monitor; .: 21 n in. 

Northwest Airlines: air travel; Monitor; Sa.Su: 25 min. 
Pabst Brewing: beer: Monitor; F-su; 7.1 niin. 

Pon American Coffee Burcou; coffee; Truth Or Consequences; 
M-F; 5 min.; 1 30-sec. 

Pepsi-Colo: Pepsi Cola: Monitor: ^a.Su; 50 min., 10 30-'ec. 
Plough, Inc.: St. Joseph a-pirin, children's a=pirin. Dr. Edward'- 
olive tablets, Mexana; Monitor; Sa.Su; 55 min., 9 30 !-ec. 
Quaker Oats: Quak. r oats: One Man's Famils: M : I iO -ec: hi. 
Star Matinee; Tu.Th: 2 30-ser.; Woman In Ms House: M.W ; 2 10- 
see.: Monitor: Sa ; 1 30-se. ., I 6-ec: Lite & the florid: M.W.Th.F: 
f f» *er. 

Quokcr State Oil; motor oil; Monitor; Sa.Su: 30 min. 
Rolston-Purino: feed division; Darkness — .Vetes; M-F: 25 min. 
RCA: vario.i-; Monitor: s a .s, l; m \ n- 

R. J. Reynolds: Camel; Yens of the World; M-F; 25 min.: Prince 
Albert: Grand Ole Opry: Sa; 30 min. 

Richfield Oil: oil products; Richfield Reporter; ^u-F; 90 min. 
Rubberoid Ca.: roofing -upplie-: Monitor: s a _s li; 50 nl j n 
Skelly Oil: oil; ,^/e.r Dreier Xews; M-Sa: 90 min. 
Sleep-Eze: sleep aids: People Are Funny; W; 5 niin.: Lite & The 
World: T.Th: 10 min. 

Sterling Drug: Haley's M O: Bandstand; M.W.F: 15 min.: Five 

Star Matinee; M-F; 25 min. 

Sun Oil: oil: Three Star Extra; M-F: 75 min. 

Swift & Co.: Ml-wert margarine: True (.ontessions: Tli.F; 1 30- 
sec. 5 min.: Ms True >mn: VF: I 30-.r.. 10 min.: Handstand: 
T11-F: i 30-ee.. 10 min.: Ifjairs oi Dr. Gentrs : F: 5 min.: Fne Mar 
Matinee: W.F: 1 30-se... 5 min.: IT oman In Ms Douse: Tli.F: 10 



Time, Inc.: Life magazine; llourls Ycuj. M-F; 110 min., 21 30 -ec. 
Vick Chemical Co.: \ icks Napor.il>; various program-: Tu s a ; 30 
6-ee. 

Voice of Prophecy: religion; I oice ol Prophecy; Su: 30 min. 
Waverly Bonded Fabrics: fabrics: Monitor: Sa.Su; 50 min. 
Whitehall Pharmacol Ca.: Anacin: Bandstand: M.T.Th: 15 min.: 
True Confessions: M.W.F: 15 min.: .^oirs oi Dr. Gentrs: M.W; 10 
min.: Fire Star Matinee: M.U.F: 15 min.: If oman In Ms House: 
Tu.Th. F; 15 min.: Mghtline: Tu.W.Th: 15 min.: Monitor: F.>a: 
5 min.. 1 6 -ec. 



Channel Z 



tuns rinos around... 

^ M 

the UnJ of Alilkcundfttmujl 




... and nearly a million people 
live within that "B" ring! 



Yep-Biiiet'n Baltimote! « 
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Barter continues tn Iniitali/.c bigger nml bigger agencies ami their chVul-. 

This week McCaiin-Krickson is readying a test of barter linn* Tor Rhal Dog 
Komi in one of I lie 10 major markets. ( It will run about six month-. I 

Meantime .> Day Pads (owned by Wocialed I'lodurl.-, Inc., along with Hi\ali hint- 
tlial it. loa, is i it x csligaling the matter I li r«i niili Crev. 



between the dark and the daylight is tin 
in t\ and after that what? Bridging tin* 
smoothly always lias been a problem. 

This week WMAL-TV. Washington, thinks il ha- funnd a trau-ition: 

• At 0 P.M. (following the Mickey Mouse Chili I will rome a lialf-lumr block of Minli- 
eated adventure films foe da\s a week: Sheena. Foreign Legionnaire. Sk\ K.ini_\ Jnrigk 
Jim. I5ra\e Eagle. 

• From 6:30-7 will be a family block: Three Mu.-kclccrs. Judge lb. 
lion Theatre. Soldiers of Fortune. Frontier Doctor. 



children's hour not only in poetry, hut al->> 
;ap from kid's faro to grown-up prognnn- 



' Fir- 



First-run syndication usually interests only the hig fellows ami the t\ \eteran-. I'.itt 
this week CHS' Gray Ghost has attracted: 

1) Two sponsors who are brand new to t\. and 

2) Three who have been using chiefly spot during the past year. 

The lineup: Colonial Stores. Lohlaw's Super Markets. Habitant Soups. Welch 
Grape Juice, and Winn Dixie Stores. This <] u i ntct will span more than one-thinl of tin 
nation's major markets (331. 



For its fourth year. II. J. Ileinz will sponsor "Studio .">7" in market- fur a 

52- week run. 

Weekly time and program co-t> will come to approximately ATS.OOO. Mavon. Inc. i- 
the aaenc\ . 



A big play — backed by name power and IkimmI on true -torie i- in the mak- 
ing in the foreign intrigue category. 

In the forefront is "The Diplomat" serie- In CbS TN Film ""-ale- and "Mr. < <»n- 
-siil." slated for production this fall by Derel Producing Associates. 

The CDS half-hour entry is based on the operations of the Foreign Srr\icc Itr.mch 
of the State Dept. — perhaps with the oflicial seal of that agency. Clare I. ore Booth will 
he hostess if the series is sold I though she won't appear in the pilot i. 

"'Mr. Consul" will get its material and technical ad\ ice from \) \C0R (Diplomatic & 
Consular Officers Retired — an organization numbering some 750 former consuls diplo- 
mats, ambassadors, etc. I Bernie Luber will be producer. Eddie Sutherland director, and 
Robert Montgomery is possible host. The syndicator currently most intere-ted in "Mr. 
Consul'' has no network connection. 



remainin: 



Matty Fox will soon be completely out of Guild. The company is due to buy the 

200.000 shares of his stock. 
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FILM-SCOPE continual 



Film people who subscribe to the cyclical theory of trends are belling that 
mystery-type shown are due for a real rise. 

Their mooning i.s based on more than the fact that sales of mysteries via new pilots 
are relatively high this fall (FILM-SCOPE, 7 September, page Oil. Statistics carry an 
e\eu bigger weight. 

Plottetl that way, mysteries hit their low on the networks in early 1956 when only 
1 were telecast. Now the cycle is on the upswing again, thus: 



MONTHS 


AVEHAGK NO. SHOWS 


AVEKAGK KATINGS 


Oct.-Dec. '52 


18 


28.4 


Jan.-March '53 


16 


28.7 


April-June 


16 


26.0 


July-Sepl. 


14 


26.7 


Oct.-Dec. 


13 


25.8 


Jan.-March '54 


15 


21.2 


April-.] une 


14 


21.3 


Juh -Sept. 


12 


20.4 


Oct.-Dec. 


10 


19.9 


Jan.-March '55 


8 


22.3 


April-June 


8 


20.7 


July-Sept. 


8 


19.6 


Oct.-Dec. 


5 


23.4 


Jan.-March '56 


4 


24.2 


April-June 


5 


21.6 


July-Sept. 


6 


18.7 


Oct.-Dec. 


7 


25.2 


Jan.-Feb. '57 


6 


27.2 



(Source: NTT 1st & 2nd reports) 

Motivations probers (notably Schwerin) think they have found the major keys that 
unlock the perennial success of mysteries. Among them: 

1) By and large, mystery shows appeal strongly to women. An "official'-type 
program in the documentary vein, however, will boost the male audience. 

2) It isn't the puzzle element alone that makes mysteries enchanting. Human sus- 
picion and the persecution complex are involved, too. Thus many people apparently 
identify the sinister characters with neighbors, mothers-in-law, etc. 

3) A slight case of murder helps. (But knowing producers frown on too much 
blood: they say it's self-defeating in the long-run.) 

4) In swindles and con episodes, you get better results by having a wealthy 
victim than a poor one. 

5) This preference for seeing milionaires bilked isn't due to just a mildly vengeful, 
soak-the-rich urge. Probably more important is the idea that millionaires are glamor- 
ous while poor stiffs merely are sordid. 



FLASHES FROM THE FIELD: A topflight syndicator this week completed a study 
on the value of star personal appearances, and the conclusion it drew was : P.A. tours do 
not tend to boost ratings; rather, they are goodwill builders with clients, stations, etc. 

The first Latin-American sale of the half-hour Hopalong Cassidy series which 
have been dubbed into Spanish was made to WKAQ-TV, Puerto Rico, by Freemantlc 
Overseas Radio & TV Corp. . . . Big news south of the border is the increasing number 
of feature film sales to sponsors thru agencies such as JWT — features were former- 
ly spotted only as non-sponsored stopgaps. 

(For other film news and comment, see News and Idea Wrap-Up, page 62.) 
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ARE YOU 

HALF-COVERED 

3^ IN 
NEBRASKA'S OTHER BIG MARKET? 



ARB SURVEY — LINCOLN- BEATRICE MARKET 
June 9-1 5, 1957 — 8:30-10:00 P.M. 

This sp.-rial VRH Sur\.-y of the Linroln-Bi-atriti- market 
was n-rrnth math" at tin* rei|nrst of an important national 
■ ilvertisrr. It shows that i\.» in EASTERN. Linroln-laii.I 
onI>. KOLYTV gets more than luicv as many lU-mrs as 
tin- hailing Omaha station! 







Share 


KOLN-TV 


29.5 


57.0 


Station B 


12.5 


24.2 


Station C 


9.5 


18.4 


Others 


.2 


.4 



WKZO TV — GRAND RAP1DS-KALAMAZOO 

WKZO RADIO — < alamaZOO-BaTTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF FM — GRAND RAPIDS <aLamaZOO 
<OLN TV — LINCOLN. NEBRASKA 

WMBD RADIO*— PEORIA ILLINOIS 




one of America's pn'.it area station*, 
cmers Lincolndand — ;t rich 6 ( )-coinit\ market that i- as 
independent of Omalia as Hartford is of I'rov idcticc ... or 
South Bend is of Fort \\a\ne. 

Ltncoln-Iaml has 2%.20H* fatitilic- with I'M. 710* TV set.-. All 
sttrvevs. hichidhi;: tltc latest l2-coitnt\ Yideodex. -how that 
KOLVTV fie t* the lion's share of the aiidieitce. all the time! 
Ask A%erydCnodel for all the fact- on kOh\-T\ . the Official 
CBS Outlet for South Central Nebraska and Northern Kansas. 
•See NCS No. 2 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN-TV 

COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET 

Avcry-Knodel. Inc., Exclusive National Kepresentatives 
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ABN and N El LS EN 

[C.untuuifil from pai^e .'57 I 

| pic I in In radi... "h\pe. lallv 

ll,,,-e mIi.. li-len in "rimp- „f ,„„•" 

I'.a.-lnian i- a -ileal I elievei in the 
|)cr-iMial interview and pointed mil 
,1 i» wi.lelv n-ed In ill.- Cen-u- li.i- 
iran. \- a matter ,.f fa. I. I..- f.el- 
thai tin* <>nl\ wa\ all li-lenim: mul.l 
U i-aufilU would he. if il w.ie p..-i- 
1 le. throuj-h *oine einiicidentnl per-mi- 
,il iulerv iew Itchiii.pio with inters iew - 
H> fatcliinj; tin- entire familv audience 

at tin* time of li-lenin-; at I le. in the 

auto, iliirini; re.reatinn. w liil,- -h..p- 

pntut,. <'ii'. 

>ince llie fir-l I'ul-e Ucpnrl will iu.1 
lie mil until November ami -hue il 
will lie nut iinee a month. \1>\ will 
-uppleinciil llie-e rating- with lele- 
|ilunii* riiinciileiilal report- in -elc-l il 
eilie- to l>e done bv eitlier Hooper or 
Treudex. Tlie-e report- will lie done 
fin niniijfiemeiil mils anil their pur- 
po-e will iidI l e to tails tin* total ra- 
dio audienee hut lo provide tpiiek in- 
dication* of how a program i- ihiinjz. 

The fir-t of VIJV- five new hour- 
I mj. wc-A.lav strip.-, the l/rrh 'O.scur' 



Ind.'ium s/ui«, ti d on I .|..,| 

Das. It ..■,»!.,. e,| the -nap ..p. ... .....I 

follow- the //,e,/A/,M/ ( lul, In ,n.,v..|. 
a two-honr hlork (loin '» nil |,, | | mi 

in the .in,.. II... e sslll .,1-.. be 

Iwodhilll III... k- ill the afte i .,,,.1 

"Martin.- ..n 7 < >■ t>>l . .. lh. p. 1 1. .1 
fioui I :tiu to OH p.m. will I i 

| ie.l h\ the Juiiiny /.'ee/es N/,„ U and 

the Jim HticLiK n/i.mi. Maiti the 

*. ■ dale ijlitli In.w with Mm 

(.rilln. a- in.. . will kiik ..II it.. „ p, 
ri.i.l a- set undetermined i . \nolln r 
ni-dittiiue -In.w i- -till In I e . Ii..-.n, 

\- i- i learh apparent to the ti.nl.- 
In now. La-lman and hi- pi . a u.ii.L- 

s.p.. Stephen l.siluui-ki l.etlin- 

that lis.- uni-i. i- the au-wei t ■!■ 

work radio - pi u^raniiii^ prohlem-. Ml 
live -how- fall in that «at.-orv. It i- 
al-o apparent that the-.- -h..w- lend 
then, -else- to the -how man-hip ami 
-ale-uian-liip value- Ka-tinau -o hijh- 
1\ prize-, \-ide from the faet there 
will he a hi- handful of per- nialili.- 

to do ei.niinereial- for -| -or-, the 

ptT-oualiU -how lia- alwas- 1 e.-i a 
favorite for the radi.. -Iv -ale-man. 
MIC Kadi.."- Joe Cullifjan lia- often 



pi.-- «-.| lh- 1. . In ■ lh .t l» .1 I tl'l 

.11 a | .Ills thin i di . . ,t.. 

-In.w alts tin..*. 

I heir l h.ill.t l.ul that il MtN - 

w..kdas lin. up. I .-I.e.... i- -t.isi. 
foi .ll-tin, tise -...Hid. I h. |> I iI-m 
i >. .hmhl III.,! in -I,, v.i, f... tin- I , 
i- piillin > into pr.n In • on. ..f th. it t 

■ He, tlSe h --.ni- le.Ui.e.l l.s -.1. . e f.,1 

l.llep. ii.l. (it -t.lt I. ..f win. I 

I .1-1 III III r. pie- lit. .1 While It III III 

in Ih.-ii h.eakii... tin m li th. ... ts,.,.k 

l>. I-, then pi. -. lit e 

\- (mi -e||i„... -.,1,- v.p II, - 

ll.iiii->.ii will lead a . ..!].- ..f . 1 1 ill . i- 
..lFe.il, - the new -how- .1. t- 

I'rojMi mi unit- will l» hv. uiiiiul. - n 
Irm-th. 

\...l let lll.re he I, -tike .,l...„l 

it. \H\'- -ah- p..w.r will - , I.. 

...me ,| tl evident. \\ ill. Ml- 

IT- I ar.l (...ld.-i. II.../ t. 

lav out the i, es . i.a-tiu in I- I. ink 

in. mi the |.i.'».-l -.h- -tall in the 
network radio lu.-in.-. It i- hi- in- 
tention to keep them hll-S ill N.W 

^ oik. < hir.1!!.. and the hinl. rlai.il- 
. ontiunalls puin liini" awav. I'ml. I a-l 
...an l.eliese- in -elli., r '. 



3HE WAS MY FIRST LOVE 



*ms silly to say it now. She was only eight 
old. And I was not much older, really. But 
.is my first love, as she was the first lov e of 
ns of Americans. 

ict of the matter is that even as an cight- 
>kl. Shirley Temple had that certain magic, 
na^ic of a great personality. The magic of 

ublc to take you out of yourself. The magic 
isiding release from a less magical world. 

j word, she had talent. It seems incredible 
nth a tiny creature could sing the way she 
• Could dance the way she could. Could 
re the heart of America the way she did. 
it she did all these things so well that she 
ie greatest motion picture personality of her 
causing a stampede of admirers that prob- 
>nly a little child could lead. 
I like to sec her again as she was at her peak 
I so. I'll wager, would my children, who arc 



about the same age nnss that Shirley Temple 
ssas then. Together, we'd experience the mag- 
netism that comes from the pleasure of truly 
great entertainment. 

As it happens, my children and I will have 
that opportunity shortly, vshen four of Shirley 
Temple's greatest motion picture triumphs will 
be seen on television from coast to coast on 
America's dynamic new \TA Film Network 

Along with millions of other American*.. I 
will re-discos er my first lov e — and my children 
ssill discover that certain m.iqic for the first lime, 
but this time, we'll experience that pleasure 
togeth er! 

Ben F. Stichtom. chairman of tl\< hoard of the 
Ideal Toy Companif. agrees: "Shirley Temple is 
our first /on*, too. Thai's it /if/ ue\e ju\t pur- 
chased one-third sponsorship of this outstanding 
program series." 



ADVERTISERS, PLEASE NOTE: 



The NT \ Film .Network pmudly presents 
four crcat Miirlcs Temple maMcrpiece*, 
produced b\ 20lli Cent.irs -Fox . . . 

iih Iodine sin h all-time triumph* .n 
"HHxtt., of S .nmhror.k Farm" • "ll.idi" • 
•■U,-,- Willie Will.." • "Cpt in Jin,ur%" 

These outstandinc feature films ssill 
receisc national teles isit.n coscrasjc . . . 

on fiur Snml.n .ftinnxms. Utss.ni fXio- 

lxr 20tli and l)M<nilxr Mli 

Thes ssill he shossn on teles ision stations 
rcachinc S3. 1 of I'.S. T\ homes . . . 

at tlu most a tisi liusinR rx noil of tl c s. ar 

-tin Hoi .las S.a n' 

I Phone, ssirc or ssntc tmlas for 
<crecnincs and complete details . . . 

vvhrtlur son man. fait. ire sho^--laii-s or 
s<\ip, cimtrai or i.imisoles. candy or ihirui 
. . ssh. tin r son lnse a . noslc-st or a multi- 
million dollar boiled. 

These oi tstandinc Shirl. s Templi Blms ssill 
civc yon the maximu.n exposure for sour 
commercials ... at a loss cost per thousand 
... in a |wc kmc price that ssill he attractis . 
even to the advertiser ssho has yet to rnios 
the sill.nc povscr of television. 



i=ii_rvi 

NETWORK 



) W EST 55TH STREET. NEW YORK 19. N Y. • PLAZA 7-2100 



14 SEPTEM BEtt \ c 




The only station covering all of Oklahoma's No. 1 Market 

Broadcast Center • 37th Cr Peoria 

HAROLD C. STUART GUSTAV BRANDBORG 

President Vice Pres. & Gen. Mgr. 

Represented by EDWARD PETRY & CO. 
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1 170 KC • 50,000 WATTS • CLEAR CHANNEL • NBC 
"The Voice of Oklahoma" 



TV COSTS 

{Continued from page 35) 

we may have to take up the problem 
through the ANA." 

7. Show rehearsal time will prob- 
ably start getting a thorough going- 
over, since the cost of renting a major 
studio runs approximately $8,000 a 
day. When clients start asking for bud- 
get breakdowns, prior to agreeing to a 
package price, this will be one item that 
will get an extra look. 

The only answer, according to clients 
and agencymen alike, lies in more care- 
ful planning prior to actual production 
time. And most advertisers agree that 
this is where their agency will have to 
come in, on package shows as well as 
those where the agency takes a more 
active part, or clients will be taking 
over more show control themselves. 

8. Sets have been getting more and 
more elaborate and costly. Yet few 
clients would suggest taking money 
away from them, for fear of tampering 
with the quality of the show. 

"It's getting tougher and tougher to 
get a rating," said the advertising di- 
rector of an appliance manufacturer. 
"I'd be afraid to take anything off the 
screen. I don't want to water down my 
show with second-class talent and I 
don't want second-rate production 
values. The question is just whether 
there's need for as much waste behind 
the scenes as we seem to be uncover- 
ing." 

If anything, the trend in scenery in 
this competitive year will be toward 
even more expensive jobs. 

9. Bad scheduling of talent can add 
a good chunk to the advertiser's cost; 
SAG minimums are on a fairly high 
level these days. What clients object 
to most are the number of stories about 
actors and extras on call for a certain 
day's shooting who end up just sitting 
around for the day because the director 
never gets around to that scene. 

"It's true that the packager absorbs 
these costs." says the ad manager of a 
drug firm. "But eventually they're 
passed along to us in the form of in- 
creased package show costs during the 
next season. It's really time for all 
parts of the tv industry to pull in its 
belt and watch costs more carefully. 
None of us want to trim our tv budgets. 
We just want to use the money more 
effectively." ^ 
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^ ASKS 



What are the important trends in radio transcription services 



Dick Lawrence, general manager, 
World Broadcasting System 
The next 12 months will bring a dra- 
matic development in local radio pro- 
graming. The fight for survival lias 
been won: now each individual sta- 
tion must work to establish for itself 
a unique identity in its community. 

The coining year will see a revival of 
interest in creative programing and 
dynamic merchandising. There will he 
a new emphasis on service — service to 
advertisers and sery ice to audiences. 
This emphasis must also be the domi- 




nant theme in transcribed programing. 

Many stations have built success on 
"'musie-and-nevvs." If there yvere only 
one outlet in each market, that could 
be the universal approach to program- 
ing, but competition not only exists, it 
is increasing. The most urgent item 
on any station-planning agenda has 
become: "W hat can yve do to make our 
station different, outstanding? Hoy\ 
can yve attract and hold listeners?" 

This ferment of activity on the lo- 
cal level is reflected in our own ex- 
panded services. \o longer do yve of- 
fer a "music: library." Outstanding 
transcriptions In record stars are no 
longer enough in themselves. W e have 
rebuilt the library into a creative pro- 
graming and sales tool. 

Our emphasis now is on programing 
service, showmanship aids, complete 
merchandising plans ideas exclusive- 
ly for radio that can giye a station an 
outstanding personality . 

W hat stations seek now are such 
services as our open-end jingles, which 
giye local advertisers quality musical 
commercials that are otherwise possi- 
ble only for ^iant advertisers. 



Sponsors can expect slicker, more 
professional programing. Few outlets 
could afford to have a major orchestra 
custom-record the musical signatures 
and program lead-ins that raise the 
production values of a show. Stations 
are turning to us for such showman- 
ship ingredients and they are making 
greater use of our across-the-board 
programing, and scores of other serv- 
ices which supplement news, sports, 
and local personalities. 

Sponsors can look forward to great- 
er merchandising support through 
transcribed services. One sign of sta- 
tion interest is the tremendous response 
we've bad on our Sound-0 game. It is 
an exciting merchandising and selling 
idea exclusively for radio, based on ra- 
dio sound effects and their identifica- 
tions. Stations broadcast our recorded 
mystery sounds — they might be a Die- 
sel train, a duck call, a streetcar's rat- 
tle. Listeners correctly identifying 
these sounds win substantial prizes 
supplied by local merchants. 

These are big ideas, planned for 
big operation. They are not simply 
budget-stretchers. New business that is 
headed radio's way this )ear will go to 
the stations that are most aggressive 
and foresigbted. 

Those that succeed will do so by es- 
tablishing their own identity as the 
creative station in their market. 

James D. Langlois, Lang-W orth Feature 

Programs, Inc.. Metv York 
Developments in a service business 
such as transcriptions must keep in 
step — and even anticipate — the trend 
in broadcast programing and selling. 
The strong, almost unanimous move 
in radio is toward the music-and-news 
format. Thus — in addition to main- 
taining Lang-Worth .Music library and 
feature programs we have concen- 
trated on a new service that ai'ls and 
complements the radio station's music- 
and-news pattern, program and sales- 
wise. The service. L-W Radio Huck- 
sters & Airlifts I released as of *56 with 



over 750 jingle units growing at a rate 
of 200 or more per )ear), is expanded 
with numerous station aids. 

Radio Hucksters serve virtually all 
categories of industry and retail busi- 
ness. The jingles are open-end and 
open-middle to permit insertion of lo- 
cal copy so as to be indistinguishable 
from tailor-made production. 

The airlifts portion of the service, 
on the other hand, consists of station 
programing aids such as: intros to pro- 
grams including Time and Weather, 
station l.D.'s, fanfares, sound effects 
and teasers. 

Although this service trend ma\ not 
serve the needs of the large national 
advertiser who provides his own jin- 
gles, yet it is geared to give the advan- 
tage of commercial jingles to many 
tens of thousands of local businesses 
and regional manufacturers. These 
many sponsors of Radio Hucksters & 
Airlifts enjoy the attention-getting 
value of musical commercials, strong 




"jolloic the 
customer" 



product identification and continuity 
of program mood which is now so 
prevalent in broadcast advertising. 

So it is not a policy of '*follov\ the 
leader" but of "follow the customer"- — 
ours and our stations' — in Lang- 
Worth's pursuit of leadership. 

#■ 

A. B. Sambrook, manager, RCA Record- 
ed Program Services 
Selling the product is as challenging a 
job for radio transcription services as 
it is for the advertiser v\ho pavs the 
hill. In this regard. RCA Thesaurus 
provides radio sponsors (through sub- 
scriber stations I a wide variety of 
pre-tcsted commercial features. 
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Included in ill.- HC \ The.anius li- 
hran are commercial lead-ins, ope- 
end jingle* am! -ales.meichandising 
campaign* which ha\e paid olT in in- 
creased >ale* time and time again. 
Here arc a few hif.ddij.hts: 

"Salo Looker" campaign-*. De- 
signed primariK for h>c;d saturation 
announcement campaign*. Produced 
this \ear. the first campaign released 



"brought 
5.000 to a 
shoe sale" 



feature* "Donhlc Talk" In \| Kelh , 
Si\t\ recorded humorous tracks h\ \l 
kell\ put the spotlight on the spon- 
sor s commercials. A furniture store 
in \Iar\s\ille. California hought 35 
spots weekK for 52 weeks o\er KL MA. 
The sponsor is so pleased with results 
that he's planning to extend the cam- 
paign into other markets where the 
chain operates. 

"Sell tunes." Over 2.01)0 singing 
commercial jingles for year 'round 
campaigns. Over 70 different sponsor 
categories, plus special jingles for the 
different holida\s and seasons, are in- 
cluded. Sponsors n*e them to good 
ad\antage in large as well as small 
markets. Tor example, a Philadelphia 
finance conipam used a 52 week cam- 
paign employing MCA Thesaurus 
weather jingles over WKCY with ex- 
cellent results in a town where loan 
competition is keen. 

"Shop at the store with the mike on 
the door." \ copyrighted, coordinated 
sales- merchandising campaign which 
has heen ticmendoush successful for 
sponsors. Basically, it consists of re- 
corded announcements by hig name 
.-tars urging listeners to shop at stores 
with the radio station's microphone on 
the door. RCA Thesaurus provides 
colorful decals for posting on spon- 
sor*' doors and windows. In Atlanta 
o\er WYZE. "Shop At The Store" 
brought 5.001) listener-customers to a 
Ihoe sale. 

RCA Thesaurus, through its sub- 
scribers, pnnides radio advertisers 
with expertly produced, pre-tested com- 
mercial radio features. These features 
give advertisers complete, effectbe and 
economical radio aibertising cam- 
paigns that "pay off." ^ 



TOP SALESMAN 

in Northern New England's 
billion dollar market 

WCSH-TV with 4-to-1 
domination of 13-county two- 
state area* delivers 60% of 
Maine's income plus $266 mil- /JJcsh-tv 
lions from New Hampshire 





Where 78% of the 221,990 households 
are television homes . . . 

Where 81% of income is spent each year . . 
WCSH-TV puts your message "loud and clear 

('Pulse May 4-10 area study— Market data 
1-1-57 SRDS estimates of consumer markets) 

WCSH-TV 

PORTLAND, MAINE 

Represented by WEED TELEVISION CORP. 
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PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 

FIRST in PULSE 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1,000 watts abc 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 
6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 

the door is always open . . . 
Bob Dore Assoc., 420 Madison Ave., N. Y. 17, N. Y. 



Agency profile 



Frank Kemp: "Buying's not for lazy men" 

W here agency work is concerned. Frank Kemp. Compton v. p. in 
charge of media, is a real homegrown product: He started at Comp- 
ton as a general clerk in media in 1939 and grew up through the 
ranks. 

'"I actually got into this business accidentally," he told SPONSOR. 
"After leaving MIT. I was installing IBM systems in various banks. 
Then I ran into a man. who'd gone to school with me and he 
suggested that I come into Compton." 

After the war. Kemp took a six-month break in the "outside 
world,"" joining Dancer-Fitzgerald-Sample as media director. He 
then returned home to Compton once more. 

Today some 60/? of Compton s $70 million annual billings are 
in air media. 

"In our agency 1 don't see tv as being soft at all.'" Kemp told 



"Whet 




really play 



i the offi. 



relaxing." 



sponsor. "Although it may be true that we're leaning a little more 
heavily toward network than spot this year, because some of the 
new products Ave were introducing with spot have matured to 
national distribution. '* 

Kemp feels that on an industry-wide basis, however, Compton's 
trend is likely to be balanced by other agencies with new products 
to introduce this year. 

"One thing that would certainly attract more people into spot 
tv," he says, "would be organizing a Clearing House that would 
handle part of the billing. Such a Clearing House would send one 
bill to an agencv per client, and save the agency and client a lot of 
its overhead in manpower used for paperwork handling billing 
from hundreds of different stations." 



18 
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Radio Chicago 



WJJ i 

Tin Ch icago 

in number of listeners 
for your advertising dollar! 

Compare: WJJD has lowest 
cost per thousand radio homes* 




STATION 


COST PER THOUSAND 


WJJD 


$ .292 


Independent Station A 


.293 


Independent Station B 


.38 


Network Station A 


.75 


Independent Station C 


.82 


Independent Station D 


1.04 


Network Station B 


1.10 


Network Station C 


1.78 


Independent Station E 


2.13 


"Comparison based on latest Puis 


e ratings ; or Ch'cago 


6-County Area, tota ra i ed frre 


per'od 9 a.m. -6 p.m. 


Mon.-Fri., and rates for one-m'n 


Class A spots, max'- 


mum discount. 





Latest Hooper (July-August, 1957) shows: WJJD 2nd Noon-6 p.m., Mon.-Fri. 

WJJD 3rd 7 a.m.-Noon, Mon.-Fri. 



Keep your eye on these other Plough, Inc. Stations: 
Radio Baltimore I Radio Boston I Radio Memphis 
WCAO | WCOP 1 WMPS 

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES. INC. 

NEW YORK CHICAGO LOS ANGELES BOSTON ATLANTA SAN FRANCISCO SEATTLE 

7 E. 47 St 75 E. Wacker Dr. Ill N. LaCienga Blvd. Statler Office Bldg. 217 Glenn Bldg 110 Sutter St. Tower Bldg. 

MU 8-4340 Fl 6 0982 0L 5-7597 HU 2-4939 JA 2-3872 GA 1 6936 EL 1868 
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Agency Profile continued 




BALTIMORE 



when 
you 

ride with 




fl l|i , "' , l|M«i 

REPRESENTED BY 

JOHN BLAIR AND CO, 



Despite the costliness and difficult) of handling ?pot t\ in an 
agent). Kemp feels bullish ahout the medium. 

"It has certainh proved its sales effectiveness to u> on many 
different products and product problems." he says. '"National media 
may be easier to buy, but a new product, for instance, usually 
requires use of local media." 

In the last few years, new product introduction has become a 
pet project of Kemp's. He goes at the formulation of a new product 
media strateg) in tight cooperation with ComptonV marketing de- 
partment, which furnishes him an actual bluebook of facts to work 
with. (See 11 May 1957 issue for "How Compton launched Product 
V'l 

""\\ e feel there s no magic about the fact that a medium-sized 
agenc\ rather than a small or giant one. i> better equipped to intro- 
duce new products." says Kemp. "'A small agenc\ couldn't afford 
sufficient staff for research people to do all the field work necessary 
before pre-testing in a market. It couldn't absorb all the bookkeep- 
ing involved and the heavier hours of media buying that a new 
rather than established product requires. On the other hand, the 
giant agencies tend to be more network-oriented and some are 
more reluctant to take the two- or three-) ear gamble on a new 
product before it becomes profitable to the agenc\ ." 

Kemp sees 26-week network cycles in future 

In negotiating for network tv time. Kemp has been an advocate of 
greater flexibility of contracts. "The pattern w ill eventually have to 
be a 26-week initial cycle for film or a 13- week buy for li\e tv. Since 
the investment in shows is so immense today, all parts of the in- 
dustrv mu>t make concessions to the client rather than locking him 
into a poor bet or onlv the giants will be able to afford the gamble 
eventually. 

\n eas\ -going man w ith the sharp humor of understatement. 
Kemp gives the impression of working in an aura of relaxation. This 
impression, his associate media directors insist, is dispelled very 
rapidh when a problem arises or a particular media plan needs 
■shaping. Then. they say. Kemp puts in a 24-hour day with the 
deceptive ease of maimer of a man recently returned from vacation. 

"Not that I'm opposed to vacations." Kemp's quick to mention, 
"in fact, what mv wife and 1 like to do le<t on our vacations is to 
travel to fairh exotic places we haxen't seen before." 

These trips can encompass South America or Europe, hut one 
thing i- certain; on vacations. Kemp gets very far away from his 
v ear-round habitats. During the normal w ork-) ear. he expects the 
-ame type of dedicated effort for work from his media directors and 
buyers he puts in himself. 

•'If all agenc\ buyers do their job. there really shouldn't be such 
things as barter." he says. '•Apparently, some agency buyers are 
being lazy and letting film salesmen go out and do their job. But 
part of the fault for barter may lie in the station-, too. who panic as 
-oon as any of their marginal time goes unsold. We feel that all 
members of our industry should pull together harder to maintain 
the stature and effectiveness of t\ advertising. 
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180 MARKETS— 42 STATES 

including . . . 



STATION 


CITY-STATE 


CLOSING DATE 


ON THE AIR 


KROD 


1 


El Paso, Texas 


Jan. 15th 


March 1st 


WSUN-AM-TV 


2 


St. Petersburg, Fla. 


Oct. 11th 


Nov. 4th 


WWPA 


3 


Williamsport, Pa. 


Oct. 31st 


Jan. 6th 


WITH 


4 


Baltimore, Md. 


Oct. 1st 


Dec. 2nd 


WGST 


5 


Atlanta, Ca. 


Dec. 6th 


Jan. 6th 


WOWO 


6 


Ft. Wayne, Inci. 


Nov. 8th 


Jan. 6th 


WAPI-AM-TV 


7 


Birmingham, Ala. 


Oct. 1st 


Oct. 15th 


WCKY 


8 


Cincinnati, Ohio 


Oct. 26th 


Nov. 4th 


WROW 




Albany, N. Y. 


Oct. 19th 


Nov. 4th 


WOOD 


9 


Grand Rapids, Mich. 


Nov. 15th 


Jan. 6th 


KROC 


10 


Rochester, Minn. 


Oct. 30th 


Nov. 20th 


WALA-TV 


11 


Mobile, Alabama 


Nov. 30th 


Jan. 6th 






^^^^^^ Branham Co 


7 |ohn Bl.li 


Co 




tf 7**>~ ^^^fc 2. Vcrnard, Rmtoul. McConncll 8 AM Rad.o Sales 
// II 3 Burn-Smith 9 Kat: A K cncy 
lyi5T Select Station Reps 10 Meeker Co 
5. Avery-Knodel 11 H-RTV Ine 
°^><>y\ 6 Pc,crs Cri,,ln - Woodward 




m COMMUNITY CLUB AWARDS 

jj PENTHOUSE SUITE. .527 MADISON AVENUE 
Pr NEW YORK 22 • CALL PLaza 3-2842 
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78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC 0-&-0 in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, "the best ever 
to do the role." See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 





News and Idea 
WRAP-UP 



ADVERTISERS 

Campbell will spend $800,000 in 
spot radio to launch its three new 
soups this month. 

The new brands, turkey noodle, 
minestrone and chicken vegetable will 
also get network tv backing in October 
on Campbell's two shows. Lassie (CBS 
TV) and Colt 45 ( ABC TV). 

After initial introduction campaign 
a continuing schedule is planned for 
both radio and tv. 

BBDO is the agenc\. 

^ ' 

Trend of the times: Firestone 
Tire & Rubber is back in spot 
radio on a national basis lor the 
first time in about 10 years. 

The campaign: 115 stations in 85 
markets. Average schedule: better 
than 50 announcements per station. 
Total cost: approximately $100,000. 
Sweeney & James, the agency. 

Last November, Firestone used 
spot radio but the campaign was 
limited to Northern states since Town 
& Country snow tires was the product 
plugged. 

Current promotions: Gillette is 

offering its annual premium tie-in 
with its World Series radio-tv broad- 
casts: "Signals, the secret language 
of baseball" booklet. It will be given 
out with purchases of razors and blade 
dispensers. Tv and radio are being 
used to back the promotion . . . P&G's 
Gleem has launched a $100,000 con- 
test centered around a picture puzzle 
showing a typical American family on 
vacation (in a situation where "thev 
can't brush after everv meal.'') . . . 
American Dairy Association and 
the Chocolate Milk Foundation will 
sponsor jointly a mid-winter mer- 
chandising promotion. "Chocolate 
milk — serve it hot." starting in Jan- 
uary. Initial kickoff will be on the 
Perry Coma Show (NBC TV). The 
promotion was tested in Indiana early 
this year and produced a measured 
71% increase among 58 participating 
dairies and an estimated 50% increase 



among all state dairies. For the new 
national campaign chocolate suppliers 
are working out ad schedules with lo- 
cal dairies which include a heavy 
allotment for local spot tv. 

Tv receivers: RCA Victor has ex- 
panded its color line to include five 
more color receivers for a total of 16. 
New models are $50 to $100 higher 
than comparable models in current 
series . . . Westinghouse says its 
new 1958 line of tv receivers will be 
backed b\ a record advertising cam- 
paign. Starting date is 16 September 
with initial tv introduction on Studio 
One (CBS TV l . Strong local adver- 
tising support is also planned. 

Focus on personalities: Edward 
}. Pechin has been named assistant 
director of the Du Pont advertising 



You're headed in 
the right direction with 
Plough, Inc., Stations! 




J2 
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department. I'eehin has lieeii a ilivi- | 
sion manager of product advertising 
. . . Wilson Edwards, former vice 
president and general manager (if tlie 
San Diego Broadcasting Co. (KSDO) 
has joined the exec lit he stalT of 
Breast-O'-Chieken Tuna . . . Dale (). 
Akridge has been named manager 
of advertising and sales promotion 
for CK.'s television receiver depart- 
ment. Akridge has prexioush been 
assigned to ad\ertising and sales pro- 
niotion of the company's refrigerator 
line . . . Leslie E. I'arklinrst has 
been upped to vice president and diree- i 
tor of marketing of A.S.Iv. Products 
( former!) \nieriran Safet\ Razor 
Corp.). 

AGENCIES 

iN'ew partner? in llie reorganized 
Russell M. Seeds Co., now to be 
known as Keyes. Madden & Jones, 
are : 

Edward I). Madden, president, is ! 
a television man. Madden was \ .p. in 
charge of tv operations and sales for 
NBC. More rccentl) he's been with 
McCaim-Erickson and has just re- 
signed as \ice president of Interna- 
tional Latex Corp. 

Freeman Keyes. chairman of 
Seeds, will continue as chairman of 
the new agenr\ . 

Howard A. Jones, new executive 
vice president, has been executive 
vice president of the central creative j 
stalT at Grant. 

Also joining the company is David 
Hale Halpem as senior vice president 
and general manager of the New York 
office. Halpern previously was senior 
vice president and general manager of 
Joseph Katz Co. 

Realignment of Grant's adminis- 
trative staff works out like tins: 

Lawrence H. Mcintosh, executive 
vice president, has been named super- 
visor of all domestic operation?. He 
also will continue as manager of the 
Detroit office. 

Frederick E. Spenee promoted to 
executbe vice president and con- 
tinues to bead the international di- 
vision. 

Paul L. Bradley, former vice pres- 
ident in charge of the West Coast, now 
moves east as manager of the \ew 
York office. 

John E. Gaunt, vice president and 
tv director, has been upped to tv di- 




JO 

"Tl 
'til you 

hear from 

Hooper! 



is noiv the 

number 1 

cost per thousand station 

in 



Get out the slide rule, figure again . . . Providence is no longer an 
outomotic buy becouse WICE is on the move! Up and up the rotings 
go in just eleven months of Elliot manogemenl. Do nothing 'iil you 
see Hooper, July and August. 



Akron, Ohio - WCUE /WICE - Providence, R. I. 
National Representatives The John E. Pearson Co. 
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The big 1/5 of a big nation 



^+4 




11/5 of total Canadian retail sales 
re made in our Hamilton -Toronto 
Niagara Peninsular coverage area 

I the actual figure is $2,722,911,000.00. Effective October 1. 1957 CI IC1 1-TY will increase its power to 
wM&) watts. e\V will serve the complete 1 lamilton-Toronto-Xiagara Peninsula area close to 600.000 
liomes — 24.43' , of the total TV sets in Canada. I he 2.552.715 people within our co\cragc area will 
|nd 556,732,000 for food; $76,848,000 for drugs; $126,133,000 for furniture. Total retail sales $2,722.91 1 
HUM). By far the richest market in Canada. Source: Sales Management: Elliott 1 layncs 

WCH r -7V 'channel 11 fPCanada 

' (RTHER INFORMATION CALL: M >it ! LA .s . I. • FM ■•■ - i \ : 2 - T\ * » V W C- • l 




in Jackson, 
(Miss.) 

In Mississippi's 
"Money" Market, 
WJTV rolls a 
perfect game 
in every 
department" 



PROGRAMMING - WJTV hos 15 
out of the top 15 night-time shows 
— leods in shore of oudience in 
every time segment — morning, 
ofternoon, ond evening, Mondoy 
through Friday. WJTV hos the 
Number One network once-o-week 
progrom, multi-weekly progrom, 
locol program, ond film progrom. 



POWER - Now WJTV 
transmits at maximum 
power (316,000 watts) 
using the latest, most 
modern equipment, plus 
full network color. WJTV 
delivers top program- 
ming to 220,000 TV 
homes.* 

Television Mogozine 



iftomotion 



PROMOTION - WJTV has the stoff 
and focilities for doing o complete 
promotionol job in all medio. For 
exomple, WJTV progroms ore pro- 
moted doily in Mississippi's lorgest 
newspaper. 



First in the heart of M ississippi 

WJTV 

JACKSON, MISSISSIPP 




rector for both Grant's domestic and 
international operations. Gaunt will 
headquarter in Hollywood. 

Christopher Cross, vice president, 
has been made assistant to the presi- 
dent. 

New agency appointments: i\. 
W. Aver adds Armour & Co.'s canned 
meats, beef, pork, sausage divisions 
and corporate advertising . . . BBDO 
for W. A. Sheaffer Pen Co.'s new ball- 
point pen . . . Young & Kubicaiu for 
Beech-Nut Food Division of Beech- 
Nut Life Sa\ers . . . SSC&B for 
Duffy-Mott . . . Tath a m-Laird for 
Betty Crocker Muffin Mixes. This is 
a new product . . . DFS for Bayer 
Nasal Spray radio and tv advertising. 

Allen & Marshall, Los Angeles, has 
opened a new food and drug market- 
ing division. Arnold Blitz, former ex- 
ecutive vice president of H. Richard 
Seller Co., Portland, Ore., will head 
the new department and direct mer- 
chandising and marketing for all the 
agency's accounts. 

People in the news: Hendrik 
Booream, Jr. has joined Ogilvy, 
Benson & Mather as vice president and 
director of tv-radio. Booream comes 
from C. J. LaRoche . . . John A. 
Ulrich, formerly with Beech-Nut Life 
Savers, has joined DCSS as an account 
executive . . . Bernard I. Burt has 
joined the Benjamin Katz Agency, 
Philadelphia, as an account executive 
and public relations director . . . 
Harold I. Seltzer has left his post as 
vice president of White Frost Chemi- 
cals to join Doyle. Dane, Bernbach as 
merchandising account representative. 

NETWORKS 

Which product categories will 
dominate which nights on network 
tv this season? Here's the answer 
as compiled from SPOIS'SOR's 
1957 season fall program charts: 



1ST PLACE 
Toiletries 
Food & Auto* 
Toiletries 
Food 

Food & Cigs.* 
Toiletries 



Tied. 



2ND PLACE 

Cigarette? 

Toiletries 

Soaps — Cleanser 
Auto & Toiletrie 
Auto 

Cigs. & Food* 



Network tv notes: G.E. Theatre 
(CBS TV) will make its first overseas 
film (in England) on 23 September. 



<><> 
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"When I want to hear the kind of light [music 
I like on the- air, I tune in WPAT, a 

radio station that has become increasingly 
popular with New Yorkers in recent years 



^1 ; Vt! 




And this is substantiated by the June 1957 New YorltHooper Report which, compared with the Jan Feb. 1957 
\ew York Hooper Report, ihows a 44.4% increase in total share of audience in the five hour period 7 AM. to 
12 Noon (Monday thru Friday) and an increase of 143% in the total rated time periods throughout the broadcast 
day. National business, too, has increased 45% in the past seven months ( compared with the same period in 1956). 
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You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
time-buyers who select WGN 
for results! Consistent hi»h 
program quality, at the lowest 
cost, makes W ON a g.o.l l.uy 
— your smartest buy today in 
Chieaeoland ! 



883,700 

AND ONLY ONE 
TV STATION IN THIS 
37 COUNTY MARKET 



CBS 



c HANi 



ABC . , 



11 successful, plans call for .-e\eral 
more Kuropean-shot programs tins 
j ear . . . The Nat King Cole* Show's | 
coop plan is alrcadv getting good re- 
sponse from NBC TV affiliates. So far 
the show I seen Tuesdays 7:30-!! p.m. I 
has picked up these local sponsors: 
Callo and Colgate in llolKuood. Ital- 
ian Swiss Colon) in San Francisco, 
Gunther Browing in Washington. 1). 
C, Pittsburg Wine in Pittsburgh and 
lleingold Beer in New York and Hart- 
ford. Conn. ... In a sudden and sur- 
prise move Philip Morris has 
switched the Mike Wallace Interview 
show to Saturdas nights at 10 p.m. on 
ABC TV starting this week. The 
switch coincided with the cigarette 
firm's renewal of the series and is de- 
signed to take advantage of the pie- 
built Lau rence Welk audience. Welk s 
high-rated show runs from 9-10 p.m. 
Saturdays . . . The Price Is Right 
nighttime version (Monday 7:30-<! 
p.m.) will get $500,000 worth of pro- 
motional backing In its two sponsors 
Speidel and KCA . . . Minnesota 
Mining and Mfg. will bring Andy's 
Gang to NBC TV starting Saturda\. 
28 November 110:30-11 a.in.1 as al- 
ternate week sponsor. 

Network radio notes: Two more 
additions to ABiVs new live iiinsic- 
variety programing are The Jim 

Backus Shoiv, Monday through Fri- 
day 2-3 p.m.. and The Jim Reeves 
Show, Monday through Frida) 1-2 
p.m. Both are due to start 7 October 
. . . MntnaPs Saturday football sched- 
ule has been completely sold out as 
Phannaeraft has signed for the five- 
minute pre-game and post-game shows. 
Pontiac and Pontiac dealers have al- 
ready bought the games themselves 
. . . Edison Electric Institute ha> 





That measuring man from 
KWTV-OKLAHOMA CITY 

. . . measures the SALESpower 
of KWTV's 1572' tower for 
timebuyers on Madison Ave.! 




It's not square miles, but 
SALES THAT COUNT! 

In Madison, Wisconsin, VHF adds 
more to your cost than to your 
coverage. With WKOW-TV you 
deliver 70% as much share of 
the audience* at only 45% of 
the cost. 

*Madison area Telepulse— April, 
1957 




" — such bliss! They both listen regu- 
larly to KRIZ Phoenix!" 



WKOW-TV 

ABC in Madison, Wis 
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Where Do 
Great Ideas Come From? 



From its beginnings this nation has been 
guided by great ideas. 

The men who hammered out the Constitution 
and the Bill of Rights were thinkers-men of 
vision -the best educated men of their clay. 
And every major advance in our civilization 
since that time has come from minds equipped 
by education to create great ideas and put 
them into action. 

So, at the very core of our progress is the 
college classroom. It is there that the imagina- 
tion of young men and women gains the in- 
tellectual discipline that turns it to useful 
thinking. It is there that the great ideas of 
the future will be born. 

That is why the present tasks of our colleges 
and universities are of vital concern to every 



American. These institutions are doing their 
utmost to raise their teaching standards, to 
meet the steadily rising pressure for enroll- 
ment, and provide the healthy educational 
climate in which great ideas may flourish. 
They need the help of all who love freedom, all 
who hope for continued progress in science, 
in statesmanship, in the better things of life. 
And they need it note! 



If you want to know what the college cri 
means to you, write for a free , 
bookbt to: HIGHER EDUCA- .<~c. 
TION, Box 36, Times Square 
Station, New York 36, N.Y. 




Sponsored as a public service, in cooperation with th - Council for Fin* 
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Rate Adjustment 

Effective 

Dec.1,1957 

See October Issue of Spot 
Radio SRDS for new rates 
adjusted to meet this 
RICH MARKET, a met- 
ropolitan population of 
268,000, 36% of which is 
Negro, receiving 43%* of 
every payroll dollar. 



KANV 

1050 ke- . -DAYTIME 

the ONLY ALL HEGRO PROGRAM Station in 

SHREVEP0RT, LOUISIANA 



ROANOKE 



60 County Coverage 




M 
A 

\ ? 



u V R0AN ^ C r\ / u 

M w / M 

POWER N \N. C. S HEIGHT 

Television's Top Programs 




Ask Your "Colonel" at 
Peters, Griffin, Woodward, Inc. 



contracted for 5 five-minute segments 
on Monitor I .NBC I to promote 
"Housepower Month."' Kick-ofT on 
the promotion will start with a special 
2.1-minute show on iXightline on 17 
October (8:30-8:55 p.m.) . . . AIJN 
added new and renewed business from 
four advertisers this week for its live 
music-variety da) time shows. Foster- 
Milburu (through Street & Finney) 
signed for one segment a week on the 
new Herb "Oscar" Anderson Show. 
Other business went to the Don Mc- 
Neill Breakfast Club with the Kretsch- 
mer Corp. I thru George H. Hartman 
Co.) and Scholl Mfg. (through Dona- 
hue & Coel as new sponsors and 
Sandura I through Hicks & Greist) re- 
newing . . . Mutual is now scheduling 
five music blocks for its between the | 
new programing schedules. The music 
in 25-minute groupings will stress 1 
mood and easy listening patterns. The 
nation's top 50 tunes will now be lim- 
ited to the 3:05-7 p.m. period. 

Job notes: John Pearson has been 
named to the newly created position of 
station program executive in the 
ABN's expanded stations' department. 
Pearson was program consultant for 
the Katz Agenc) . Vice president in 
charge of the stations' department is 
Edward J. DeGray, former vice 
president in charge of station relations 
I now part of the stations' department ) 
. . . Eugene Alnwick, formerly with 
Burke-Stuart. has joined Mutual as a 
sales account executive . . . Simon 

B. Siegel, treasurer, has been elected 
financial vice president of AB-PT . . . 
General Artists Corp. has named pres- 
idents for two more of its subsidiaries. 
Milton W. Krasny has been elected 
president of GAC-TV, Inc. and Arthur 

C. Wecms president of General Artists 
Bureau. Other appointments within 
the GAC organization include: Harry 
Anger as vice president and general 
manager of GAC-TV and Buddy 
Howe as vice president and general 
manager of General Artists Bureau. 

REPS 

Peters, Griffin, Woodward, Inc., 
is adding new television account 
executives to its staff in Holly- 
wood and San Francisco, as well 
as expanding its office facilities in 
New York. 

Joseph L. Scanlan joins the PGW 
San Francisco office: from H-R Rep- 
resentatives. 



You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
— your smartest buy today in 
Chicagoland ! 




WDBJ tv- 

CHANNEL T 

ROANOKE, VIRGINIA AT 



Only ONE is atop the 
Continental Divide 
Serving both the Atlantic and 
Pacific Sides of America 

KXLF - TV4 -:- Montana 
Butte 

East— The Walker Co. 

West— Pacific Northwest Broadcasters 
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Martin V. CmiiH-llv joins, the 
ilollvuood stair ; f.,.,n 'kVSM, San 
Mat.-,.. 

NBC Hadio Spot Sales has ap- 
pointed Fred l.vons a* manager, 
Kastern Kadio Spot Salt's, and 
Richard Vrhmkle as Central Di- 
vision Sales Manager for radio. 

I*) on* mi> formerly Central Divi- 
sion manager. 

Arlmekle, ul.o will make his head- 
quarters in Chicago, \\a> pre\ ionsh 
a radio salesman for Spot Sales. 

i\'e\» appoint incuts: MdJin ren 
Qiiiini Co. to rep KW'DM. I)es 
Moines . . . Walker Representation 
Cn.getsWIVK. Knoxville.. . Ceorge 
V. Hollinghery Co. handle 
WSMB. \cw ()rlean> . . . 

FILM 

Sales on >'e\v York syndicate row 
this week showed quite a flurry. 

Over SI million in sale- were 
chalked up b } AliCs 26 Men in less 
than eight weeks after release. Na- 
tional advertisers include: Onaker 
Oats. A & |\ Coca-Cola. Vritos. 
Carlings Red Cap. Hndweiser and 
Brvlereeni. Hi- regional bn\s were 
made h): Standard Oil of Texas. 
H. |\ Hood Sons. Freihofer 
Baking Co.. Kroger. .National Bo- 
hemian. Nick-L-Sil ver & I In nipt v 
Dnnipty Stores. 

CBS TV Film Sales has sold \avy 
Aog for telecasting in Saudi Arabia — 
the firm's fifth series bought b\ the 
Arabian-American Oil Company. The 
sale is of interest because of Middle- 
Fast tensions. 

WLW-TV acquired the M-C-M fea- 
ture film package uhich will be sched- 
uled across the board in a nighttime 
slot starting October . . . 31 CM fea- 
tures have now been sold in 61 of 
the nation's TV markets. Latest sales 
include K SI I) -TV. Wichita Falls: 
KMJ-TV. Fresno: KTTY. Colorado 
Springs: KHQ-TV. Spokane: WEAR- 
TV. Pensacola: WMBR-TV. Jackson- 
ville . . . Guild Films has acquired 
world rights to approx. 1200 RKO 
shorts in a deal with C. & C. TV Corp. 

KETY-Oniaha. scheduled to start 
telecasting 17 September, has signed 
with A. A. P. for a number of groups 
of features from the Warner Bros, li- 
brary . . . KDk'A-TV. Pittsburgh, has 
launched a giant campaign to promote 



the Warner Bros, libran acquired 
from \.\.P. The films w i|| dcbnl in 
a gala prcmicie with leprr-eulat iw-s 
from mn ."><)<) ad agencies 'united to 
a special allowing at the Pittsburgh 
Phuhonsc. 

People On the Move: Phil Cnwui. 
Iea\es hi> |„,st ; ,s director nf pnblicih 
at Screen Ccms to open his own public 
relations ofluc . . . William II. Fine- 
shriller. Jr.. appointed to the uewh 
created post of director ..f interna- 
tional operations at Nrcrn (inns . . . 
Jack M. Stafford and Barry \\ in- 
ton ha\e joined the s;,|rs j.| a |T ,,f 
Famous Films Programs for Tele 



vision, a divi-hm of M \ . . . Marvin 
Schlatter has I named assis,,,,,, 
p-nend manager of that same .li\i-im> 
of \T\ 

TV STATIONS 

Idea at work: WIIIMTX. DaUon, 
l."iminulc vwekh public mti j, s| M ,w 
7 Ac Dmtttn I'ulu;- Stun. 

Part film and part lis.-, (I.,- -cries 
-hows the P. dice Department in action. 
It has gotten plaudits from other near 

In law enfon cmc Hires. 1 1„- an-a's 

FBI ollicc has expressed inlcrcvt in 
sending a film of the show |„ Wa-h 
ii'glon as an example of good publii 



radio tempo 
reaches the "city on wheels." 

A program with music; 
news-while-it-happens; weather 
and freeway information. 
Los Angeles moves— at home and 
on the road — listening to 
KFWB...the station geared to the 
tempo of the times. 




KFWB 



the personality station 




National Representatives: Branharr Co.; McGavren-Ouinn. San Francisco 
Robert M. Purcell. President and General Manager. 
5000 Watts day and night. ..clear regional channel. 
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FIRST TIME EVER) 



Separated Fro" 1 ' 



by 



.compw - routes. 



st -hoOfW *' 



WOLF with many firsts to 
its credit assures radio adver- 
tisers and agencies adequate 
separation for their commer- 
cials. This is not' a new policy 
with WOLF. It is the proven sales formula that has brought 
in consistent renewals through the years from pleased clients 
representing top national advertisers. 

We never had it so good — why spoil it. 



RATING for RATING . . . 
RATE for RATE 
in CENTRAL NEW YORK it's 



National Sales Representatives 
THE WALKER COMPANY 




relations in behalf of a cih's police 
department. 

\ielson shows the program as top- 
ping all opposition and pulling rat- 
ings as high as the most popular net- 
work shows. 

Promotion idea: WJZ-TV, new 

Westinghouse station in Baltimore 
( formerly WAAM) sent out $2.00 
tickets on an entr\ in special handicap 
race, the 6th at Timonium. Aid., named 
in honor of the new call letters. 

Here's another tv station design- 
ing programing for people "too 
busy to watch tv." 

WITI-TV. Milwaukee, will use hi-fi 
music backed 1>\ visual gimmicks. The 
visual portion (in color and b&w) 
will include mobiles, artist sketching, 
puppets acting out songs and news, 
and similar e\e-catching (not neces- 
sarily eye-holding I stunts. 

Tv applications: Between 24 August 
and 7 September three applications for 
new stations were filed and five new 
stations took to the air. 

Applications include: Publix Te ] e- 
vision Corp.. Miami Beach. Fla. for 
Channel 6, Miami. 100 kw visual, with 



You're in 
good company 
on WGN-RADIO 
Chicago 




SYRACUSE, N.Y. 



Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
time-buyers w ho select W GN 
for results! Consistent high 
program quality, at the lowest 
cost, makes \\ CN a good buy 
— your smartest buy today in 
Cbicagoland ! 
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you need the personal touch to sell in Milwaukee 



'Tis not only what you say . . . but how 
you say it in this business. That's why we 
insist that, when you send us live copy . . . 
our disc jockeys deliver a LIVE live 
announcement! It's an INTEGRATED 
commercial, too ... as much a part of the 
show as Perry Como or Frank Sinatra . . . and 
it's the word of a fellow that Milwaukee 
listeners enjoy. Yes, by design on WEMP, 
your copy gets (he interpretation necessary 
to effectively sell the market! 

WEMP 

5000 watt power at 1250 k.c. I 
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You're headed in 
the right direction with 
Plough', Inc., Stations! 




Strong Local plus 
Top CBS Shows make 
KGVO 

5,000 watts radi 

MISSOULA, Montana 

■ the preferred radio 



\! / affiliated 

/ 



SELLING 
. 01 nnr . WESTERN 
191,000 watts M o N TANA 

Mosby's, 
Inc. 




MISSOULA, MONTANA 



tower 1690 feet above average terrain, 
plant $1,175,165. yearl) operating 
cost $730,000; Suncoast Cities Broad- 
casting, St. Petersburg, Fla., for Chan- 
nel 10. St. Petersburg. 316 k\v visual, 
with tower 1005 feet above average 
terrain, plant $1,459,654, yearly op- 
erating cost $825,577; and Illiana 
Telecasting Corp., Terre Haute, for 
Channel 2, Terre Haute, 100 kw vis- 
ual, with tower 970 feet above average 
terrain, plant $458,849, yearly operat- 
ing cost $600,000. 

New stations on the air were: WIIC, 
Pittsburgh, Channel 11, NBC TV affil- 
iation; WAVY-TV, Portsmouth, Va.. 
Channel 10, ABC TV affiliation: 
KS PR-TV, Casper, Wyo., Channel 6, 
CBS TV affiliation; WFCA-TV, Jack- 
sonville, Fla., Channel 12, NBC TV 
affiliation; and WAVL-TV, New Or- 
leans, Channel 4. 

Station notes: KERO-TV, Bakers- 
field. Calif, sale to Wrather-Alvaraze 
Broadcasting has been finalized. Pur- 
chase price was $2,150,000 . . . 
WCDA, Albany - Troy - Schenectady, 
UHF (Channel 41) has been author- 
i ized to switch to VHF (Channel 10) 
around 1 December. This will make 
the station a VHF'er with a UHF sat- 
ellite. Channel 19 in Mt. Grevlock. 

Color notes: WFBM-TV. Indian- 
apolis, is now scheduling remote color- 
casts. The station has been carry- 
ing from 11 to 16 hours of color per 
week both network and local for the 
past two years . . . The first color tv 
! station outside of the U.S. will 
debut 24 October in Havana. Cuba. 
This is Canal 12, S. A. 

] People in the news: Robert O. 
Ruanerstrom, vice president of 
WMBD. Inc.. Peoria, has been ap- 
pointed director of television and 

i Robert M. Riley, Jr. formerly na- 
tional radio sales manager has been 
named television sales manager for the 

, firm . . . Bill Fox has been promoted 
to the post of station manager of 
KFMB-TV, San Diego . . . Mrs. Pbyl 

: Swan, formerly with KAKE-TV, 
Wichita, has been named promotion 

I director of KFEQ-TV, St. Joseph. Mo. 

| . . . Lawrence Eiseiiberg has left 
WABD, New York, to join WABC&- 
WABC-TV, New York as director of 
public relations . . . Bill Dean, former 
staff announcer for WWL Radio, 
New Orleans, has switched over to 
WWL-TV as production supervisor. 




ON THE RICH 

Amarillo, Capital of the Galden 
Spread, is growing and pro- 
gressing with the best af the 
metropolitan markets in the 
great Southwest. Its population 
has increased over 76 % since 
1950. 

• Effective buying income 

$254,444,000. 

• Annual wages per family 

$6,541. 

• Military payroll $24,000,000 

annually including military 
and civilian employees. 
Get in an the Big Buy an Big 4, 
Amarillo's specialized television 

CONTACT ANY KATZ MAN 

KGNC-TV 

Channel 4 

AMARILLO, TEXAS 



74 
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Our drive can putt you in the chips 



History was made adding still another first for 
WHIO-TV— on the station coverage of the PGA 
Golf Tournament held in July. On the last two days 
of the tournament we had our cameras on the full 
action of the last 10 holes at Miami Valley Golf Club, 
giving shot-by-shot coverage of each match. Compli- 
mentary letters from all over our area attest to our 
great job. And we did it WITH FIVE CAMERAS. 

Our point is, the average station wouldn't attempt 
a match-play tournament. But THIS station has 

*WHI0-TV— June PULSE Ratings 
13 out of top 15 once-a-week shows 
7 out of top 10 multi-weekly shows 
June ARB Rating— 7 out of top 10 shows 

CHANNEL 7 DAYTON, OHIO 



been above average since 1949 and has built up a 
pool of physical and (more important) human re- 
sources for effective operation. They're loaded with 
the creative ability to handle any kind of a pro- 
gram you mention. It is this same creative pro- 
gramming that has built a great audience loyalty, 
consistent month after month after month.* 

Our National Caddy, George P. Hollingbery. is just 
a 9-iron shot from you. Ask him for market and cov- 
erage features and he'll show you why we're FIRST. 




RADIO STATIONS 




L 



WKLO 

LOUISVILLE 




HERE 



ENTUCKIANA 



LOUISVILLE'S/ 
Best 
AIR 
SALESMEN 



[Listens 

@N 1080 KC 




FOR RESULTS 



Programs and People 
That Produce 



JACK BENDT 

DAVE BROCKMAN 
GINGER CALLAHAN 
PAUL COWLEY 
TOMMIE DOWNS 



JOHN FRAIM 

WILSON HATCHER 
BOB HENRY 
RED KIRK 

JIMMIE LOGSDON 



Represented by John Blair & Company 



Nine out of 10 football fans turn 
to radio to follow their local teams 
cays KAB research based on Pulse 
studies. 

In a 16-page brochure called. "Re 
a Big Winner in the Fourth Quarter. 
Sponsor Football on Radio." K \H 
lists these advantages: 

• Large and loyal audiences can be 
reached repeated!) . 

• The nature of the program allows 
repetitive sales messages. 

• Can accommodate a variet\ of 
budgets. 

• A wide and versatile range of 
merchandising is possible. 

The report also shows that football 
is the most broadcast of all sporting 
events w ith 9(>.V>' < of its radio cover- 
age sponsored. 



New group-rate combinations: 
A-BUY in California which incluudes 
KGEE, Bakersfield; KXOC, Chico; 
KARM. Fresno. KIDD, Monterey- 
Salinas: KYIP, Redding: KROY, Sac- 
ramento: KITO. San Bernardino. 
XEAC. San Diego: KIST. Santa Bar- 
bara and KSTX. Stockton. George P. 
Hollingbery is national rep for A- 
BUY . . . Texas Triangle which in- 
cludes KLIF - KFJZ. Dallas - Fort 
Worth: KILT. Houston and KTSA, 
San Antonio. John Blair Co. is the 
national rep. 

Station notes: WITT, Lewisburg. 
Pa., first radio station in the town 
since 1933 went on the air this week 
. . . WSM, Xash\ ille. has signed as an 
affiliate of ABX . . . KQV. Pittsburgh, 
has been bought by AB-PT . . . KGW, 
Portland. Ore., has gone over to 24- 
hour around-the-clock operation . . . 
K-ACE. Riverside-San Bernardino. 
Calif., has applied for permission to 
build a new FM station for that 
area . . . 

Anniversaries: KXX. Los Angeles, 
celebrating it? 37th. this week . . . 
KDYL, Salt Lake Cit\ is marking its 
25th. \ear as an \BC affiliate. 

Personnel notes: William J. Con- 
ran moves over from promotion man- 
ager of WI'FH-TY. Wilmington, to 
promotion manager at W1BG. Phila- 
delphia . . . Jim Sondheim has been 
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The onl y Buffalo 
Station that can pass the 

Inruway lest 




COMING EAST to the New York State 
Thruway, you pick up WGR RADIO loud 
and clear, way out in Ohio. 

GOING WEST on the New York State 
Thruway, you pick up WGR RADIO loud 
and clear, just past Syracuse. 

IF YOU WANT maximum coverage in the 
$3,000,000,000.00 Western New York 
Market, (plus big bonus audience in 
Canada) ... buy WGR RADIO! 

ABC AFFILIATE 

NATIONAL REPS: Peters. Griffin, Woodward, Inc. 



BUY 



RADIO 

"Buffalo's First Station' 
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You're in 
good company 
on WGN-RADIO 
Chicago 



upped 




Top-drawer advertisers 
are buying WGN 



Join the nation's smartest 
time-buyers who select WGN 
for results! Consistent high 
program qualit) at the low ^t 
cost, makes WON a good buy 
— your smartest buy today in 
Chicagoland ! 




yum 

'Most Powerful Twins 

CJON-TV^ 6 
CJOi 



9 300.000 

'captive Newfoundlanders 
and latest B B M &hows , 
85% of all greater St. John 5 
homes have TV Sets 




weeo i> co.u.5. 



STOVIN-CANAOA 



•d from account executive to na- 
sales manager for WAAT, 
Newark . . . Edward M. Guss has 
been transferred from vice president 
and station manager of KOSI, Denver, 
lo a similar position with WGVM. 
Greenville, Miss. . . . John F. Box, 
Jr., executive v. p. of the Bartell 
Group, lias been named general man- 
ager of WILD, Boston . . . Herbert S. 
Dolgoff has been named to the newly 
created post of General Counsel for 
Slorz stations . . . Fred M. Vosse has 
joined the sales staff of WIND, 
Chicago. Vosse conies from R. P. 
Scott, Inc. . . . Roger Hoffman, 
former commercial manager for 
KLIN, Lincoln. Nebr., has been ap- 
pointed resident manager for WQUB, 
Galesburg, 111. The new station is due 
to take to the air this week . . . Wal- 
ter A. Schwartz has been named 
local sales manager for WWJ, Detroit. 



CANADA 

General Mills (Canada) Ltd. has 
introduced an all-new look in the i 
packaging of its five ready-to-eat 
breakfast cereals. Television and I 
radio advertising will help spear- 
head the campaign. 

"Family look"' packaging uses the 
Betty Crocker name and bright red 
spoon design as an eye-catcher. This 
is already an established trademark in I 
the Canadian market. But the break- 
fast cereals (Jets. Trix, Wbeaties, 
Cheerios. and Corn Kix) with Ameri- 
can packaging were relatively unfa- i 
miliar lo the Canadian market. 

Together with its agency, E. W. 
Reynolds Ltd.. General Mills is aiming 
at easy brand identification. 

The annual ACRTF convention 
(Association Canadienne de la j 
Radio et de la Television de 
langne franeaise) will be held next 
week, 15-18 September, at the 
Alpine Inn, Ste. Marguerite, Que- 
bec. 

This is the fourth annual meeting 
of the association which is affiliated 
with the Canadian Association of 
Radio and Television Broadcasters. 
Some 40 French-language radio and 
l\ stations will be represented together 
with a cross-section of Canadian (and 
American) businessmen ; attendance 
of more than 200 is expected. 

In addition lo the regular French- 




KOA-Radio con fit perfectly into 
ony advertising plon, lorge or 
small. In fact, it's the only radio 
station — outfitted in every woy — 
to sell the entire Western Morket. 
PROGRAMMING — hos been skill- 
fully toilored by KOA-Radio 
since 1925. It progroms popu- 
lar locol ond regionol shows 
to fit and pleose the tostes of 
4,000,000 Westerners. 
ALTERATIONS - ore unnecessary 
when you buy KOA-Rodio. 
Your sales messoge told by 
KOA ... is sold by KOA 
throughout the rich Western 
Morket! 



Represented 




One of America's great r 
850 Kc 50,000 WATTS 




NBC* ABC Channel 6 

DITLUTH-SUPERIOR 



78 



SI'O.VSOR • 14 SEPTEMBER 1957 



WWJ-TV 



fflLQW 




Always dynamic Detroit is busier than ever. Great new 
buildings are rising. Extensive expressways, shopping centers 
and other vast projects are under way. All provide graphic 
evidence of the unlimited faith Detroiters have in 
their city. 

Faith in WWJ-TV is another notable Detroit char 
acteristic — faith engendered by WWJ-TV's acknowl 
edged leadership and emphasis on quality in 
every phase of television. 

That's why seeing is believing to the great 
WWJ-TV audience — a priceless advantage 
to every advertiser. 
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ARE YOU BUYING 5 
AND GETTING ONLY 4? 




Approximately ONE-FIFTH of Phoenix-area pop- 
ulation is Spanish-speaking. If YOU have been 
buying Phoenix radio time for what you thought 
was total coverage, using English stations only 
loverlooking Spanish-language KIFNI you have 
been buying FIVE and getting only FOUR! 
KIFN represents ONE OUT OF EVERY FIVE con- 
sumers in this area. To reach the ONE you've 
been missing — the ONE that speaks Spanish — 

SELL IN SPANISH 
over KIFN 



—Central Arizona's ONLY full-time Spanit 
language station! We translate your sales-m 
sage FREE. Production spots available. 




860 Kilocycles • 1 000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 



Montgomery's No.l 

Radio Station 

WRMA 

Serving 200,000 Negroes 



Canada t\ radio advertising businesses 
to Ik* discussed, this year's convention 
will have an Agency Day on 17 Sep- 
tember. Delegates from leading ad- 
\eitising agencies will lead discussions 
with station managers and personnel. 

The Bureau of Broadcast Measure- 
ment held a special meeting last week. 
10 September, in Toronto. Purpose: 
to draw from the broadcasting-adver- 
tising industry questions and com- 
ments on BBM policies and plans. 

In tin* field of closed-circuit TV, 
Telepronipter of Canada's rapidly 
expanding Croup Communica- 
tions Division will benefit from 
the recent purchase of 10 new 
large screen tv projectors. Spence 
Caldwell, president of Telepronipter. 
say s that 195*5 will see his firm's closed 
circuit tv in operation from coast to 
coast. 

Around the stations: Winner of 
British Columbia Electric's "Dealer- 
Sales Award of the Month" used a 
bea\y spot radio campaign on CKNW 
( New Westminster. British Columbia I . 
The dealer. George White, of House- 
bold Appliances, launched bis "Gaso- 
rama" promotion with 30 radio spots 
per dav, bringing results of 49 gas 
unit sales in one week. 

FINANCIAL 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merrill Lynch, Pierce. Fenner 
and Beane. 



^Announced tlie 
^Appointment 

JUDD SPARLING 

as Station Manager 
AND 

EVERETT - MC KINNEY, INC. 

as National Representative 







Tnes. 




Stock 


3 Sept. 


10 Sept. 


Change 


Mew York Stork 


Exchange 




AB-PT 




17% 




VT&T 


174% 


170-X 




Avcd 


6 7 s 


(rk 




CBS "A" 


29% 


28 7 s 




Columbia Pic 


18 M. 


18 l s 




LoevCs 


16 :i i 


1 1% 




Paramount 


3 Wi 


33 ' s 


-I's 


RCA 


33 r, s 


33 H 






21's 


23 H 




20lh Fox 


26 :i s 






W arner Bros. 


22\ 


21 


-I's 


Westinghou-e 


C3H 


61\ 




American Stock 


Exchange 




Mlic.l Artists 


3 :! s 


Vis 




Woe. Art. IV 


>d. 9->x 


9's 




C&C Super 


13/16 




-1/16 


Dtnnont Lal.s 


4 Ms 






Cuild Films 
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You're in 
good company 
on WGN-RADIO 
Chicago 




Top-drawer advertisers 
are buying WGN 

Join the nation's smartest 
time-buyers who select WGN 
for results! Consistent high 
program quality, at the lowest 
cost, makes WGN a good buy 
— your smartest buy today in 
Chicagoland! 



.PRODUCTS FOR YOUR 

*™ TV AND ART DEPT. 

"STORYBOARD" PAD S 1 - 




17" 



bockground. 
No. 72C— Pad Size 14 

(50 Sheets — 4 Segme 
No. 72 E— Pocket Size 6% 

(50 Sheets— 1 Segme 
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O ONE OF A SERIES 
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If you want radio coverage in New Jersey — we're the boy with the pail. 
WVNJ delivers more listeners than any other radio station 
broadcasting from New Jersey. Almost twice as many 
as the next 2 stations combined.* 

*Source - Hooper - Jan. Feb. 
WVNJ delivers this audience for less money than any radio station 
in either New York or New Jersey. No other metropolitan 
station comes anywhere near it. 

(31c per 1000 homes) 
WVNJ is your safest advertising buy because not only 
does it have superb programming (it plays only Great Albums 
of Music from sign on to sign off) but it backs that programming 
with the heaviest promotional schedule of any independent 
radio station in America. 
Check its impressive list of national and local advertisers. 
There's no better proof of a station's power to produce. 



WVNJ 



Newark, New Jersey 

RADIO STATION OF Newark ^ctus 



82 
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If lint's Ita/ipmiHg in U. S. Gan-rrunrnl 
thut affects sfxinsurs, tiprnrtn, stations 



WASHINGTON WEEK 



14 SEPTEMBER 
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Capitol Hill is flexing its uin-rlo- f,»r another poke ;ii tlx- !•'< (.. 
Ilrliind I his one will he the Senate Small Itn-iiie-- cln.Miiiu- radio -nbroiiiiiiitlro, 
\ report. .In.' this week, will « haiiii- ililaloo tactic- ami lark of concern for -mall 
radio stalions. 

The subcommittee In-ld meeting- about I lie middle of tin- |a-l ( .oicic— i-m il - — inn. 
The daU'uners complained the\ hail asked for extended bom- ,,[ .r|.er.il'nMi l«» \ni- 
and to date had received nothing hut blank attention. 

Rejoined FCC witne— es lief.. re the committer: The dn\ timers «hv hick) their 
petition hadn't been dismissed tint right, because no en^inceriiii: r^denrr wa- -nh- 
inilted with ii. Clear channel stations charged the davtimrr-' propo-al would i m-e a n> -t 
loss of service to the public. 

The subcommittee's report is said not to lake -ides in the dispute mrrch 
stating that the FCC ha- heen remis- in it- dnlv in not eomin" to am dcri-iun .it all 



Tile first word from the FCC in main month- on its 
In rescue L'lIF lole\ ision came this week. 

In essence, that word was a charge hy an FCC comnii-- 
liad ahandnned ITIF. 

Commissioner Robert T. IJarth*) wrapnel hi- eharue around hi- « 1 1 
eision In the FCC to ill keep channel 6 in Sehencctadx for OF'- \\ KCI'>-T\ 
channels 10 and 13 to the \lbain -Srhenectad \ area. Tin- nio\e al-o would 
tilling cliannel 2 for 13 in I tica. 

Hartley held that the area should he made all-l FIT a- ori-i-ialh 
he added: The decision "establi-hc- a mile-tone along a road which lei I- 
-ion scarcih- a road from which. I fear, there ma\ In- no turn'n ■.' back," 



•r amhitioiis phi 
that hi- enlleami 

—rllt to a ( 



The FCC also proposed this week to add n thbd \ III" ehninel in IVm idenre. 

The mo\e would mean switehiii" channel I '2 f'-i-n Pnn ideiice to New Ha\eo 
and Cortland. Me., nnd relie>iu« tlio-e cities of channel- 6 ami \'2 re-pccti\ eh . 

Stations now operating on those channels would lia\e to -hifl. hut no ^reat outer) 
is expected heenuse all VHF's will remain \ HI". Written ar-jumcnt- on tin- pro- 
posal are due at the commission 10 October. 

\ strong advocate of the -hufile K.l. Senator John < >. Pa-tore, chairman of tie 
Senate Commerce communications -uhrommiltee. 



\s Congress «as adjournimr. Senator Carl T. Curti- (]{., Neb.) tec.l off on the 
Senate floor at wiled t>. Iinhliii" tha! it -lionld he -nhj-cl 'o regulation. 
The Senator'- speech covered these areas; 

• He warned the FCC not to antliori/.e the svstem without Cougre-sional author- 
ization. 

• He disputed the FCC assertion it has no power to authorize -nh-eriplioii Iv. 

• He noted that if the FCC lacked jurisdi tion o\er pa\ l\ \ii wire-. Congres-ioual 
hearings should he held to gel the uialfr -traight. \l-o on whether hroadra-ter- 
-hotild he penuitted to engage in wired t\. 

Meanwhile, the result- of experiments in cable Iv. which -tarted la-t v eek in Bartle-- 
\ille. Okla.. are being awaited in the Capital with main -sided interest. 



SPONSOR • 14 SEPTEMBER 195. 



Hitch your wagon to these stars! 

There's been a big change in Baltimore! Channel 13 (formerly WAAM) now is WJZ-TV. 
And it's the newest, brightest star in the television skies! 

Big things are happening at WJZ-TV! Exciting new shows, great local personalities, the 
first Baltimore release of hundreds of great MGM and RKO feature films! 
The result! Baltimore's changing its viewing habits . . . tuning to Channel 13 for exciting, 
star*studded entertainment! 

Are you with it? Now's the time to hitch your wagon to these selling stars on WJZ 13 TV. 
For star*bright availabilities, call Joe Dougherty, WJZ-TV Sales Manager (MOhawk 4-7600, 
Baltimore), or the man from Blair-TV. 

Now Baltimore can see two of its top broadcasting personalities . . . Jack Wells and Buddy Deane 
have been signed to exclusive contracts with WJZ-TV. 





In the morning . . . 

"BALTIMORE 

CLOSE*UP" 

starring Jack Wells 

From 7 to 9:30 A.M., Monday through 
Friday, Jack Wells' "Close*Up" focuses 
on weather, news, time signals, traffic re- 
ports, music, interviews with local and 
visiting celebrities, and cartoons for the 
youngsters. 



In the afternoon . . . 

"THE BUDDY DEANE 
BANDSTAND" 

3 to 5 P.M., Monday through Friday, the latest 
and most popular recorded music. Teenage 
dance parties, guest stars, dance contests, 
quiz contests! 



NEVER BEFORE has Baltimore had such an opportunity to see Hollywood's 
greatest stars in their greatest films! Magnificent MGM and RKO releases 
are attracting audiences all day long, every day of the week on THE EARLY 
SHOW, THE LATE SHOW, BALTIMORE MOVIETIME, SATURDAY 
MOVIE-GO-ROUND, ANDY HARDY THEATRE, MGM ALL-STAR 
THEATRE, POPEYE AND HIS PALS. 




FIRST RATINGS AVAILABLE! 



Sets-in-Use Doubled! 

(ARB Telephone Coi 

3:00-5:00 PM A 

Now Ol-F 

r Handsionil— VJ7.-TV 11.1 3 



WJZ-TV Rating's Tripled! 
al — Mon., Sept. 9, 1957) 

6:00-7:30 PM 




BALTIMORE, MARYLAND 



represented by Blair-TV 



WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 




5ADIO 

BOSTON. WBZ+WB2A 
PITTSBURGH, KDKA 
CLEVELAND, rrw 
FORT WAYNE, wov. 
CHICAGO, VMisD 
PORTLAND, itx 
TElEviSION 
BOSTON. v.BZ W 
BALTIMORE, wjz TV 
PITTSBURGH, *DK* I 
CLEVELAND, pcyw.TV 
SAN FRANCISCO, kpi: 




A round-up of trade talk, 
trends and tips for admen 
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Paul Robert 8, Mutual's new president, tells the trade that he's shooting for 
a 86 million gross in time billings. 

The network, he says, is now going at the rate of S3 1 /i million a year. It needs 
about S4 million to break even. 



After many months of wrangling. NBC this week wrote off a 8100,000 short- 
rate claim against Revlon. 

The Re\sons appreciated the windfall from Bob Kintner. But what amazed them was 
this: The gesture came after they had done all their network buying for the 
season. 

The publicity director for a syndieator was forced to resign this week because 
of the following common oversight : 

He got himself into the columns more than a certain minor company official. 



If you have had any doubts about the acceptability of vermouth advertising, 
The XARTB's Tv Code Review Board has this to sa\ : 

'"Although vermouth is a wine rather than a 'hard licpjor,' copy which suggests its 
merits as a cocktail ingredient should he avoided. 

"Vermouth advertising, naturally, also is subject to the interpretation which pre- 
cludes consumption of an alcoholic beverage in tv commercials." 



A few weeks ago SPONSOR HEARS reported the unique fact that Camphell-Ewald 
and D. P. Brother share a reception room, although they are entirely separate agen- 
cies (24 August, page 114). 

This week a Detroit agency man comments that the two agencies may well share 
the same physical space due to a common ancestry, but that there are some note- 
worthy differences: 

"The Campbell-Ewald side," says he, "is furnished in contemporary blond 
furniture, with receptionists to match, while the D. P. Brother area is in rich wal- 
nut and traditional leather chairs." 

You'll he hearing the euphemism "program contribution" more and more 
in the coming weeks (it means that the network is "contributing" something to a spon- 
sored program without charging for it). Here's why: 

1) Insiders expect it to become a polite way for advertisers and networks to 
get around rate adjustments. 

21 It's easier for a network to absorb part of a show's cost than to appl\ a special 
sot of discounts. 

Note: The "program contributions" on at least two shows making their debuts 
this fall run over 50% of their list prices. 



Anecdotes can be thoroughly discounted, but that doesn't stop them from popping 
up during Madison Avenue luncheon talk many \ears later. 

You still hear the one about a soap company president ordering his big eve- 
ning dramatic show switched to CBS because he found only Ivory in NBC wash- 
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A GIANT CAT WALK 

FOR CHICAGO'S LOOP?, 




A giant cat walk 
F between the Wrigley 
Building and the 
Prudential Building 
would he mighty 
convenient for Chicago 
agency folks . . . 
especially to the Top Of 
The Rock at 1:00 P.M. 
We've measured the gap and 
our giant tower (over 
Vi mile) will fit . . . with 
a little left over! 
Suggestion: Try measuring 
the giant SALESpower 
of our 1572' tower 
in Oklahoma. 



Wrigley Building, Office 
Meyerhoff 4 Company 
Thompson Compony. 




Prudential Building. Offices of— leo Burnell Com| 
Inc., Colkins & Holden, Inc., D Arcy Advertising Com| 
Needhom, louis ond Brorby, Inc. 



KWT 

OKLAHOMA 




CITY 
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WHICH TV STATION 




RANK 


PROGRAM 


WSBT-TV 


STATION "A" 


STATION "B" 


1. 


1 Love Lucy 


57.5 






2. 


I've Got A Secret 


44.5 






3. 


Red Skelton Show 


43.1 






4. 


Perry Como Show 




43.0 




5. 


G. E. Theatre 


41.7 






6. 


Hitchcock Presents 


40.9 






7. 
8. 


Playhouse 90 
December Bride 


40.5 
39.6 






9. 


Gunsmoke 


39.0 






10. 


$64,000 Question 


39.0 






11. 


Climax 


36.9 






12. 


Lassie 


36.4 






13. 


The Millionaire 


35.2 






14. 


Brave Eagle 


33.5 






15. 


Zane Grey Theatre 


32.5 






16. 


Your Hit Parade 




32.5 




17. 
18. 


Jack Benny 
Ed Sullivan 


31.7 
31.4 






19. 


The Lineup 


30.3 






20. 


Loretta Young 




29.7 




21. 


Burns and Allen 


29.5 






22. 


Bob Cummings 


29.1 






23. 


People Are Funny 




28.9 




24. 


What's My Line 


28.5 






25. 


To Tell The Truth 


28.5 







Latest ARB Rating — April 21 thru April 27 



WSBT-TV carries 14 of the top 15 television shows in the South 
Bend market; 21 of the top 25; 37 of the top 50! One audience 
study after another proves that WSBT-TV dominates the South 
Bend television picture. You just don't cover South Bend unless 
you use it. Write for detailed market data. 

PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 



NATIONAL PAINT 

[Continued from page 39) 

this to "durability" as the most wanted 
paint quality . 

For the dealer, the campaign was to 
create store traffic, minimize sales ef- 
fort and increase the value of the Na- 
tional paint line through greater sales. 
The high degree of dealer cooperation 
achieved is in large measure due to the 
careful study of the paint retailer's 
prohlems. 

The seasonal slump with resulting 
lack of competitive advertising activ- 
ity gave \ational maximum impact for 
their television dollar; and the agen- 
cy's analysis of competitive advertising 
showed how National's copy might 
again capitalize on an industry weak- 
ness. 

Tilds & Cantz found in the competi- 
tion, "insufficient evidence of distinct 
product advantages." Most paint ads 
were similar to the point of confusion. 
Consumer appeals were completely 
standard and seemed to miss original- 
ity in translating basic product selling 
points to the consumer. 

The agency's job was to make Na- 
tional Paint stand out on the basis of 
product features which were suscepti- 
ble to demonstration both for dealer 
and consumer. 

The agency also reasoned that the 
clients' advertising should be substan- 
tially different from ordinary paint 
advertising. A basic theme had to be 
established based on the single prod- 
uct advantage most meaningful to the 
consumer. This quality turned out to 
be "durability." Research indicated a 
strong consumer preference for a long- 
lasting paint. At best painting is not 
an easy job, and so National Paint was 
intent on proving that its product 
'"could take the normal abuses of the 
average home:" that dirt, smears and 
smudges could easily be removed from 
the painted surface without fading the 
color. 

After repeated conferences with Na- 
tional Paint's chemists, the agency de- 
cided to identify the product advantage 
in a key phrase. The "new Color-Lok 
process" was chosen. The advertising 
theme focused attention on National 
Paint durability. Copy assured that, 
"Color-Lok in National Paint comes to 
the top of the painted surface and 
forms an invisible seal that keeps color 
permanent . . . won't fade, chip or 



wsbt£J3e ;h 

■ CHANNEL 

m CBS... A CBS BASIC OPTIONAL STATION ^^^^M 34 
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pa's resting on his laurels! There ain't nothin'else 

to rest on yet. But jes' you wait. Ma's been tuned to KXLA and she's get tin' 
notions about beddin' down the brood in modern contraptions. 
Whether it's beddin', eatin', or what-nots, you'll sell millions of these folks with 
KXLA, most listened to 24-hour country and western music station. 



10,000 watts covering the greater Los Angeles market 




represented nationally by Iiurke-Stuart Co., New York, Chicago, Detroit, Los Angeles, San Francisco 



Buy Channel 



See Your Katz Representative TODAY 




NEW ORLEANS 




CRESCENT CITY 



peel. A new kind of insurance for 
painted walls." 

In addition to increased consumer 
sales, the campaign made an amazing 
impression upon paint dealers in the 
area. A follow-up survey by Tilds & 
Cantz to determine dealer awareness of 
the National brand name and "color- 
Lok process" was conducted immedi- 
ately after the campaign. 

A questionnaire was mailed to 385 
retailers, including franchised and 
prospective dealers. The 49 returned 
(13%), tabulated this way. 

To the question, "Are you familiar 
with the brand name National 
Paints?," 94% yes, 11% no. Of those 
replying "yes," 59% said they had 
seen the product on television (18% 
claimed to have seen it in the news- 
papers, although no newspaper adver- 
tising was used) . 

Some 68% of the responding paint 
dealers knew of the chief advantages 
of the "Color-Lok" process. Over half 
the dealers considered National Paints 
as the line most active in helping to 
increase paint sales. These were all 
National dealers and indicated surpris- 
ing dealer awareness of National's ad- 
vertising effort. 

To the question. "Can you suggest 
any ideas that might help you as a 
dealer, to increase your paint sales?", 
nine dealers specifically mentioned air 
media as good from their point of 
view, and stated they would like to see 
more of it. Here are some of the 
dealer comments: 

"Continue short spots on radio and 
television mentioning a different deal- 
er each day." 

"More tv advertising, and express 
tremendous color selection." 

"Tv and newspaper — descriptive in- 
formation — easy application, very 
washable, odorless and easy cleaning." 

"More television advertising to the 
do-it-yourself market." 

Considering the relatively short pe- 
riod of time (seven weeks) devoted to 
the introduction of "Color-Lok," deal- 
er response was excellent. Agency and 
client feel continued emphasis of the 
"Color-Lok" process will gain sub- 
stantially in consumer and trade iden- 
tification. 

National Paints is now planning to 
continue its recent success with an- 
other campaign, using the same basic 
advertising approach. ^ 
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Mid-America 

don't settle for 
off-the-cuff 
farm reporting 



w\ get authoritative 
on-the-spot 



farm coverage 




KCMO-Radio 

With a full-time farm news department staffed 
by professional agriculture radio-journalists. 
George Stephens, Director of Agriculture 
Jack Wise, Market Reporter 

Power: 50,000 Watts 



KCMO-Radio 
WHEN-Radio 
KPHO-Radio 
WOW-Radio 



Kansas City 
Syracuse 
Phoenix 
Omaha 



810 CBS 
620 CBS 
910 ABC 
590 CBS 




^DITH STP^ 

Joe Hartenbower, General Mgr. 
R. V/. Evans, Commercial Mgr. 
Represented nationally by Kati Agency 

KCMO-Radio 

... one of Meredith's Big 4 
. . .All-Family Stations. 



Meredith Stations Are Affiliated with Better Homes and Gardens and Successful Farming Magazines 
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NIGHTTIME 

WSAZ-TV 

DELIVERS 1000 HOMES 

BETWEEN 
7:30 and 10:30 P. M. 
FOR $1.30 



The second station's 
cost per thousand 
homes is $2.39 
84% Higher 



The third station's 
cost per thousand 
homes is $5.42 
317% Higher 



AND ANYTIME 
WSAZ-TV delivers 
ONE THIRD more 
total homes than 
both other 
Huntington-Charleston 
Stations COMBINED 

Source: Jum .1957 ARB 
All figures based on 
260-fime frequency 




Tv and radio 
NEWSMAKERS 




Ken Jones has joined the racHo-t\ depart- 
ment at Campbell-Ewald, Detroit, in the 
new!) created post of creative director. 
The new position of creative director i> 
designed to co-ordinate more closeb the 
commercial effort from cop) writing 
through final production. Jones will be 
directly responsible to Philip L. McHugh, 
vice president in charge of radio and 
television. Jones comes from Leo Burnett's Chicago office where 
he has been tv copv supervisor for the past five vears. He began 
his broadcast industry career as a free lance writer-producer in St. 
Louis and before joining Burnett in 1952 wa> associated with 
Gardner Advertising. Another radio-tv department appointee an- 
nounced by Campbell-Ew aid this week was Manson Steffee as copy- 
writer. Steffee was director of tv production at YanSant-Dugdale. 

Jerome J. Cowen, senior vice president 
at Cunningham & Walsh, has been ap- 
pointed general manager of the agency's 
San Francisco office. Franklin C. Y\ heeler 
will continue as executive vice president 
of the San Francisco office and on the 
board of directors of the agencv . The 
selection of a New \ ork executive to direct 
the affairs of the San Francisco office was 

made in order to consolidate agencv activities in these two impor- 
tant markets. Cowen has been in charge of the Western Electric 
and American Telephone and Telegraph accounts for the past few- 
years and is a member of C&W s operations committee. He has 
supervised personnel activities and has been in charge of all account 
executives. In addition to these many duties, Cowen has been the 
director of the agency's "'Man from Cunningham & Walsb" program. 

George W. Steffy, former v ice president, 
has been named executiv e vice president of 
the Yankee Division of RK.0 Teleradio 
Pictures according to an announcement 

fmade this week by Norman Knight, presi- 
Jprt^ dent. StefiVs entire career has been with 

IHk Yankee starting in his college davs when 

fffivHK he joined WEAN. Providence, in 1927 as 

a radio operator. Before that he got his 
feet wet in radio as an amateur radio operator. After graduation 
from Providence College in 1929. he was transferred to the engi- 
neering staff of WNAC. Boston. After this fundamental background 
in the teebnical end of the business, Steffy turned to producing. 
From 1934 to 1944 be was production director for W\AC and the 
whole Yankee Network in New England. In 1944 he was elected 
the v.p. in charge of program operations for the Yankee Division. 
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Affiliated with Radio Stations 




CALL YOUR KATZ MAN 




im Hookers... 



Capital of Indiana Heartland or the Midwest . . . one ot the most 
important commercial and industrial centers in the country ... no less the hub 
of one ot the really bit; television markets . . . that's Indianapolis! 
lim Hooker works here. He's a skilled technician with one of the several 
large pharmaceutical companies that call Indianapolis home. And he's a luppy. 
industrious man whose efforts have amply provided tor his family's welfare. 
Of course, like other Hoosiers, his entertainment is WISH -TV. 
There are 713,716 more television families like the Hookers in the big area 
served by WISH-TV. Smart advertisers want to reach them. They do it over 
WISH-TV the station that dominates the nation's I tth television market 

and that consistently has more viewers in Indianapolis than all other 
stations combined. Represented by Boiling. 
Sources: ARB " 5". XSI Area 6 5", Tclepulse I T, TV Mac s s". 

A CORINTHIAN STATION Responsibility in Broadcasting 

KOTV Tulsa « KGUL-TV Galveston, serving Houston • WANT & WANE-TV Fort W ayne • WISH & WISH-TV Indianapolis 



713,717} 



WISH- TV 

INDIANAPOLIS 
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Tv costs 

There is in the air (and we have so reported) a tendency 
to watch television more carefully this fall than ever before 
for trouble spots. Our probing among client and agency 
people leads us. in fact, to the conclusion that television costs 
in future months will have to undergo more complete justi- 
fication than has been true in past seasons. 

But, a* we gauge the sentiments of clients, there is little 
desire to cut total television expenditures. Rather there is 
the feeling that costs can be trimmed on non-essentials so that 
the resulting savings can be put to better use in the tv budget. 

For example, if a client is spending $1,000 a week which 
is not absolutely essential on programing, you can argue this 
isn't important percentagewise. But the same $1,000 added 
up over a 52-week period can represent the cost of a 
booster promotion in an important market — perhaps a day- 
time tv saturation to accomplish a key marketing objective. 

Nighttime radio came back 

Over recent months sponsor has been urging admen to 
take advantage of a unique opportunity — the chance to get 
in on the ground floor in the resurgence of nighttime radio. 

We repeat the suggestion. 

For here is a trend that we believe our readers can't afford 
to overlook. Because it is a good buy; because this is grad- 
ually being recognized; because daytime radio is overflowing, 
nighttime radio must stage a comeback. 

Here are some signs. 

Reps report night business volume well ahead of last year. 

More evidence of a big nighttime audience is turning up 
— and this is not an audience of people who don't own tv sets 
but substantially the same audience as listens to daytime 
radio. 

The only real remaining roadblock to night radio is a 
psychological one on the part of clients and it is up to the 
sellers to clear the road. 

We believe the salesman who intelligently documents 
nighttime radio's case will make friends among clients and 
wind up winning their appreciation as well as an order. 



THIS WE FIGHT FOR: Study the flow of net- 
work radio business (page 46) and you'll see 
the radio's spring revival is moving into fall. 
But there's still no move to reveal all-important 
figures on how much net radio clients spend. 



lO-SECOND SPOTS 

By popular request, 10-Second Spots 
this week reprints Shakespearean 
quotes culled from past year's columns 
keyed to the new show season. 



Shakespeare on ratings: 

0 Hamlet, what a falling off was 

there! (1) 
The play, I remember, pleased not the 

million. (2) 
The baby figure of a giant mass — (3) 
A thing devised by the enemy. (4) 
Comparisons are odorous. (5) 
The weakest goes to the wall. (6) 
These things are beyond all use. and 

I do fear them. (7) 
Confusion now hath made his master- 
piece. (8) 
Trifles light as air are to the jealous 
confirmations strong as proof of 
holy writ. (9) 
It makes us or it mars us. (10) 
They laugh that win. (11) 
A blank, my lord. (12) 



(2) Hamlet. A II. 
3: (4) Rich. III. 
s 5; (6) Romeo & 



*More Shakespeare on ratings: 

The ripest fruit first falls. (1) 
Taking the measure of an unmade 

grave. (2) 
We have seen better days. (3) 
The instruments of darkness tell us 

truths. (4) 
Uneasy lies the head that wears a 

crown. 1 5) 



t 



, ii. 



Shakespeare on copywriters: 

. . . and chronicle small beer. (1) 
He draweth out the thread of his ver- 
bosity finer than the staple of his argu- 
ment. (2) 
Devise, wit; write, pen. (3) 
That hath a mint of phrases in his 

brain. (4) 
That un-lettered small-knowing soul. 
(5) 

Here will be an old abusing of God's 
patience and the King's English. (6) 

I was not born under a rhyming 
planet. 1 7) 

SOURCKS: C 

,0^ Ibid. A I. . -. 
s 4; (7) Much Ado About Nothing. J 
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KOWH, Omaha 

Represented /j\ Adam Young Inc. 



memO^ W bbOAD CASTING SYSTEM, INC 

^Sls an, tl-ir A g encies 

. neWS for you 
.we've got new* tetromNwYol , t , 



TT 4 00 markets from New ^"^"S ne7- 
.„v half hour on 400 Mil™. ™^ clroil to New Orleans. Threat ^ ^ 
hi fact, we've gout eve. > " bri „ E i„gthe up-to- fl °™ u " dieMe is now yours-at home 
^.t*.t*''^^^&■• ill, -" 0, ^.tauS lowest cost ever, 
the-minute news, spo.t. 
Americans everywheie. 



iSaVaiW>,et0 :"' $5 00 „er news „ro 6 ram, your 
^es^^^a^mllL, of listeners in more 



TM , is the "news" look 
ica more news ami grv.ng >ou a o.gg 
vouv product?. ^ Q 



FOR YOU: 



Fulton Lewis Jr. 
Robert F.Hurleigh 
Westbrook Van Voorhis 
Bill Cunningham 
SPORTSCASTERS 

Bill Stern 

Frankie Frisch M.lSIC-odd flexibility 

TO « *> 



Gabriel Heatter 
John B. Kennedy 
Cedric Foster 
John Wingote 

Harry Wismer 
, r t Gleeson 



Join these advertisers 

„„,,,(,)! MUTUAL". 

R J REYNOLDS 
SOC '?;- ZE CO KHOOESPHAHMACAL 



: PLEASURE lb (vau . w — ^ 



